NS unn-Bush W allroe Deeptones are’ 4 double 


barreled natural for February -March selling! 


Nunn -Bush fall Brownstone models pro 
for sich, dark 
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“HARDBOILED” ABOUT WEAR 
BUT A “SOFTIE” WHEN IT 


COMES TO COMFORT! 


The stout-hearted stamina 

and pleasing pliancy 

Tandrite Calf displays “in 

action” causes both Civil- 

ians and Service Men to 

salute the plump, mellow quality of this 
fine calf leather. 


Produced by craftsmen proud of their skill, 
Tandrite’s smooth, lustrous finish and exact- 
ness of color results in a rich, handsome 


appearance that outlasts the life of the shoe! me ee 
ws Sasa a Bi g SYNCHRO-FLEX STYLE 
In durability, pliability and adaptability, aT a te 
Tandrite Calf is truly a triumph of the tan- Bilger saps yes 
ner's art. That's why where customers are , ; Sars akc eed 
multi, is made of mellow-rich, Hubsch- 


shown shoes of Tandrite, Shoe Departments em man's No. 1053 Tan Colf, antiqued it 


has a double sole, synchro-flexible; 


make a better showing. i the vomp is unlined 


E. HUBSCHMAN & SONS, INC., PHILA., PA. 
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OF THE Best OF ALL Anas GIFTS! . 


PARENTS who want only the best for Baby now negotiat- 
ing his first steps, will be quick to appreciate the fineness 
and the features of The New Kali-sten-iks Baby Shoes; and 
the merchants who show them in their Christmas trims, are 
sure to add new customers who will carry on with them 
and Kali-sten-iks Shoes right through to the ‘teen’ age. 
These smart little flexibles steady baby’s ankles, give a 
sure-footed feeling, and do not crimp the leg, nor the in-step. 
The stores and departments now handling them find they 
are one of their capital assets for developing quality-trade. 


In Stock—2 to 6; 64/2 to 8; A, B, C, D, E. 


, L SPECIAL FEATURES _ 


IN BABIES’ FLEXIBLE. WELTS 


. Flexible soles. 7. Moulded vamps. 
. Special wide toe lasts. 8. No metal eyelets or tacks. 
. Low tops do not bind. 9. Ground cork cushion 
oe between soles. 

‘ Seamless backs, no ripping. 10. Special light ight 
. One-piece vamp material 

and tongue. 11. No heel pads. 
. One-piece vamp 12. 100% Goodyear Welt 

and tongue lining. construction 


On Display, Room 1001, Stevens Hotel, National Shoe Fair, January 5 to 8 
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Ac. of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. (Canadian rate $3.00 plus $0.50 for Canadian War Exchange tax—making total of $3.50.) 









“Shoes that make repeat business. . .°’ 


ee ee 


that is a fundamental of all Darex 
products . . . to find out what char- 
: acteristics are required — first by the 









shoe manufacturer and second by 
Woore 41 Company the woman who has to wear them. 


Alay Both are equall tial, both best 
Dewey hans “yireinis ; . equally essen : 
Lynch ea i Iled by a man-made synthetic ma- 
Dear Mr. Moores ded conbination of Mtns th- terial designed to do the job. We're 
pulling rks very impor tan sit not on So" mighty proud of your selection of 
wa nunow nom pecanse our busines with ag yo sty Darex Insoles and glad to know that 
a on give the delice 0 oa the women expect they help make shoes that are easier 
We desig? rt and pili to sell because of the comfort and 
packed by * SERS® ses, 40 100% £05 tana and flexibility they give. DEWEY AND 
In picking tne ability “4,75 sed Dare® Cie SA i 
fitness t's why Littlewsy ALMY CHEMICAL COMPANY, 
toughness» OF ation: that an many of elas style , . 
absor? eae good many yope foundation = shoes. mmat'® Cambridge, Chicago, Montreal. 
les ekbone ta own 
rene oe 8 flexible, Com ras builds overs. 
lines and ye 5 repeat . valuable to our 
why our gor makes our snoe that first 








No. 8 in a series of Darex 
advertisements featuring our 
American shoe superintend- 
ents — the Men Who Know 
Shoemaking Best. 
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+*darex insoles 
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Born to the heritage of a 
great shoemaking name, 
Gilmer Craddock not only 
kept faith with the tradi- 
tions of sound, reliable 
value, — but has added 
verve, tempo and move- 
ment to the shoes he makes. 
Born and educated in the 
South, this son of John W. 
Craddock—pioneer South- 
ern shoemaker and co- 
founder of the Craddock- 
Terry Company — learned 
his shoemaking from the 
bottom up. From Washing- 
ton and Lee University he 
entered the shoe business 
as clerk in the stock department in 1910. For the 
next three years he progressed from department to 
department — learning shoemaking fundamentals 
so that by 1913 he was ready to go out and sell his 
company’s products. 

Having obtained a feel of what the customer wanted, 
he left the road in 1916 to work in the Jefferson 
Factory. As the opportunity appeared, he became 
superintendent of the plant, holding that position 
for several years before becoming superintendent 
of the West End plant. With the background of 
shoemaking in all its various phases— welts, Little- 
ways, cemented — he was made superintendent of 
the Southland plant in 4933. 

Here, as maker of a nationally known trade-marked 
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GILMER CRADDOCK — Superintendent, Southland Factory, Craddock-Terry Shoe Corporation 


brand of shoes, he combined his knowledge of fine 
shoemaking with an appreciation of what women 
want today. How well he succeeded is attested by 
his capacity production of 5,000 pairs of women's 
fine shoes daily for the last several years. Building 
shoes that catch the eye and deliver months of easy 
walking comfort for active feet creates an army of 
repeat customers that is enjoyed by both maker and 
dealer alike. 

Kindly and considerate of others, a true Southern 
Gentleman, Gilmer Craddock combines sound shoe- 
making with a painstaking conscientious evaluation 
of men, materials and methods that gives him a 
prominent place among the Men Who Know Shoe- 
making Best. 











Merchants everywhere recognize 








the advantage of selling Quality 
merchandise which has won ac- 
ceptance of consumers through 
honest value and consistent na- 
tional advertising. BALL-BAND 
Rubber Footwear gives them this 





advantage in full measure — plus 
the unique display possibilities af- 
forded by the famous Red Ball 


trade-mark. 








Conclusive proof of the “atten- 


tion value" of the famous Red 
Ley SR ee a jhe j : ; 
ee oe Ree eae. Ball is found in the attractive 





5 window displays by these four 
ean BALL-BAND merchants. 


MISHAWAKA RUBBER & WOOLEN 
MFG. CO. 
tl L 280 WATER STREET, MISHAWAKA, INDIANA 
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FITZ BROS. CO. 
Auburn, Maine 


UNITED LAST CO. 
Brockton, Mass. And so must the shoe — and back of all proper 


T. W. GARDINER CO. 
Lawrence 


, Mass. fitting shoes are the lasts over which they 
STEWART & POTTER CO. 
vy = ae are made. 


carne sang sw i For years the United Last Company has exerted 


KRENTLER BROS. CO. its efforts to produce and grade its lasts with 


St. Louis, Mo. 


KRENTLER BROS. CO. 
Milwaukee, Wis. 


UNITED LAST CO. LTD. 
Menweel, P. Q. in all sizes and widths in the history of the 


utmost uniformity and precision. An outstand- 
ing reputation for making the best-fitting lasts 


STYLE STUDIO 
Marbridge Bids., N. Y. industry is our reward for these efforts. 


UNITED LAST COMPANY 


ee a Se Siasti : 


140 FEDERAL STREET + BOSTON, MASSACHUSETTS 
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UNISHANK 


the depend. able a 


The steel shank is correctly posi- 
tioned on the insole with a simple 
and precise grading device. 


The Unishank fibre reinforcer 
is placed between centraliz- 
ing guides. 


Operation of the machine assembles 
each member... insole, steel and 
fibre in correct uniform position 
ready for Unishank moulding. 


A nest of assembled and moulded 
Unishank Insoles illustrating preci- 
sion of Unishank grading. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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— a luxurious plumpness 
that helps sell your shoes 


Many a shoe has been sold by the rich, soft 
“feel” of this famous vegetable tannage. 
Small wonder that it has long been a favorite 
of custom shoemakers...Small wonder, too, 
that thousands of men and women swear by 
the unequalled healthful comfort its softness 
affords — softness that defies sun and rain 
throughout the life of the shoe. Another qual- 
ity of Norwegian Calf that people appreciate 


is its relative freedom from the pinching that 
often comes with humidity changes .. . Let 
your valued customers feel the glove-like 
softness, see the rich grain and color of Nor- 
wegian Calf, and your selling job is easy. 
Look in the catalogs of leading manufactur- 
ers for the sales-building Gallun numbers— 
and include them in your next order. A. F. 
Gallun & Sons Corporation, Milwaukee, Wis. 


Norwegian Calf hand-boorded grain © Cretan Calf smooth but not glazed © Eskimo Calf water-resistant 
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SPONSORS: NATIONAL SHOE RETAILERS ASSOCIATION 
AND NATIONAL BOOT & SHOE MANUFACTURERS ASSOCIATION 


YES! There’s MORE than much to do in 42. KNOW... don’t 
guess about... NEW STYLES...NEW PRICES...NEW MER- 
CHANDISING PROMOTIONS ....NEW WAYS TO PROFIT 
..» NEW CONSUMER SPENDING. See the industry’s all- 
important Spring and Summer shoe lines. For your convenience 
..- under one roof...easy to check ...easy to buy. Hear headline 
makers in the news speak. Consult sales and management experts 
trained to advise you. Contact other successful merchants meet- 
ing today’s problems. There’s much to do in ’42. Start at the Fair. 
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NEW CASTLE DIVISION 


Adds MARAGATE te the line. 


The qualities everyone liked about 
MARACAIN, dean of crushed kid, 


, Pius the distinctive markings of 


Alligator, 

Cemprise MARAGATE 

The Browns, the Reds, the Greens, the Beiges 
Can be Antiqued in the tannery or 
Polished in the shoe factory. 

The Browns, the Blues, can be combined with 
White, Jersey, Golden Blond, or Pastel 
MARACAIN, or DOESKIN, 

To make custom-looking spectators and 
Town shoes. 


MARAGATE is for the 
far-sighted fashion merchant. 




















New Castle Divisionc Led Kid mpany | 


100 Gold Street, New York City 
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“ADVERTISING under Today’s 
Conditions” is a subject covered by 
C. A. Musselman, president of the 
Chilton Company; saying in part: 

“Manufacturers who are using 
their advertising space to tell how 
to make the product last longer 
aren’t altruistic. This kind of ad- 
vertising is a form of ‘enlightened 
selfishness.’ It builds goodwill with 
the customer; it keeps the product 
foremost in his mind in its most 
favorable light; it conserves goods, 
and it helps the manufacturer get 
priorities. 


WELL THAT OUGHTOW BE GOOD FOR THE 
i. 


pis @a\P~ ay 
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“Whether or not the present pri- 
ority system gives way to an. allot- 
ment plan, one of the most impor- 
tant functions of advertising today 
in many instances will be to present 
clear and sound reasons why the 
product is essential to the country’s 
well being. It is not entirely a mat- 
ter of the wheel that squeaks the 
loudest getting the most grease, as 
of a manufacturing ‘firm, or an in- 
dustry, analyzing itself so thorough- 
ly and presenting its case so con- 
vincingly that it will get its fair 
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share of materials under any plan 
of priority or allotment.” 
. aa 

LARGE feet are no disgrace these 
days. We had occasion to drop 
into a shoe store and after exchang- 
ing greetings with the merchant 
(who was serving a customer) he 


AN' PROUD OF THEM! 











said: “Marjorie, would you mind 
telling the editor what size shoes 
you wear?” Not a bit nonplussed, 
the young lady (in her teens) said: 
“11 AA and I’m not ashamed of 
them either because I have been told 
in this store that I was born to have 
big feet and as long as I can’t do 
anything about it, I’m going to buy 
shoes that fit them.” 

The merchant replied: “Yes, Mar- 
jorie and don’t you ever let any- 
body short-fit you because your 
walk and your posture are wonder- 
ful and that’s what’s important. 
After all, a size is only one-third 
of an inch and what’s a few thirds 
of an inch alongside of getting the 
most fun out of life?” 

Which brings us right up to the 
point of mentioning that you too 
may have read in Life the story of 





Dorothy McGuire, who has made 
such a hit on the radio—as the most 
natural discovery of the year: 
“HER FEET DISMAY HER: 
The second aspect of A Kiss for 
Cinderella which Dorothy recollects 
centers about her feet. These are 
surprisingly large, and Dorothy re- 
calls her unrealistic sense of outrage 
when a pair of rather roomy slip- 
pers were brought out for her to put 
on. The dimensions of her lower 
extremities are still a source of won- 
der and dismay to her, and only the 
other day she was noticeably vexed 





when a young man with size 9% 
feet, trading on a long friendship, 
kicked off his shoes in her living 
room and easily and ostentatiously 
slipped into a pair of pumps she 
had left under a chair. As a general 
thing, however, Dorothy is far from 
vain. Even the size of her feet has 


not induced her to wear high heels, 
which would tend to minimize this; 
low-heeled shoes are more comfort- 
able, and for this reason she usually 
wears them.” 

Thus dies, in the light of common 
sense, a terrible torture of the past 











—pushing a size six foot into a size 
four shoe. And may we answer for 
all time that charge against Greta 
Garbo. . . . Size 8 is nothing to 
broadcast to the wide world as be- 
ing a large size for women to wear 
and it’s 8’s for Garbo; and she’s 
of a size and build to carry them. 
We might as well come to her de- 
fense in the light of the above. 
* * ” 


W. M. ASHE of the Bon Marché 
Department Store in Asheville, 
North Carolina, writes: 

“I always watch with interest 
your Voice of the Trade articles, 
especially those pertaining to chil- 
dren’s shoes. I refer now to the 
article in your October 25th issue, 
written by Mr. J. A. Lundin of San 
Diego, California—regarding low 
or high shoes for babies up to three 
years. I was particularly interested 
in this opinion of Mr. Lundin’s 
since, for the past three or four 
years, we have had some discussion 
on this subject. Many of our pedi- 
atricians and bone specialists advise 
low shoes, their reason being that 
exercise is more strengthening than 
the old idea of lacing the ankles. 





“My personal opinion is that 
babies beginning to walk, and up to 
the age of eighteen months, should 
wear high shoes. Low shoes, prop- 
erly fitted, should and have for 
many years, proven satisfactory, but 
to properly fit them in an oxford, 
it is necessary to have the very best 
shoe obtainable. Even with this 
advice by our various doctors, the 
majority of mothers still want high 
shoes, consequently our sales on 
high shoes are running about 80% 
in the babies’ sizes, up to 8’s. It is 
easier to fit high shoes for a longer 
period of growth, and therefore 
more pleasing to the mothers from 
a standpoint of economy. 

“I should like to say in closing, 
that regarding the development of 
the longitudinal arch, of which Mr. 
Lundin wrote, at this stage, the arch 
in my opinion has not begun to de- 
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BIRDS AND SHOES 


—The National Audubon Society, 
which is naturally interested in 
birds, recently declared after 
long research that there were 
now close to six billion wild birds 
in this country. 

—That's about one hundred and 
forty-four wild birds for each and 
every American family. 

—I'd like to meet the wiz who 
counted these birds. 

—The professional sheep ranch 
efficiency engineer who counted 
the sheep's legs first and then 
divided by four was a piker com- 
pared to this guy. 

—Counting shoes, however, is a 
comparatively simple matter. 
—1941 shoe production will be ap- 
proximately 500 million pairs— 
that's nearly a dozen pairs for 

each American family. 

—So it's a safe bet we won't go 
barefooted yet awhile. 

—And these are figures that we 
understand. 


ST 


President 





velop. However, I do not believe 
this would have any bearing in the 
ankle support obtained in high 
shoes. But, regardless of what our 
doctors advise, I assure the readers 
of the Boot anp SHoe Recorper, 
that more high shoes are sold up to 
the age of three—a least that is the 
case in Asheville, North Carolina.” 


WHAT problems in retail store 
operation will prove most formid- 
able during 1942? This question is 
now being answered by hundreds of 
retail executives in every section of 
the country, whose votes are pour- 
ing into the offices of the National 
Retail Dry Goods Association, which 
is seeking the confirming opinion of 
its entire membership on the most 
important subjects for discussion 
and definite action at the coming 


31st Annual Convention vf the Asso- 

ciation, at the Hotel Pennsylvania, 

in New York during the week of 

January 12 to 16, 1942. 

The subjects have been most 
often checked, which in the order 
listed show the percentage of votes 
for their special consideration: 
How necessary is it to establish 

a reserve to cushion future 

losses, and how can this be 

accomplished on a scientific 

basis? ae .. 717% 
Methods of compensating em- 

ployees in relation to cost of 

living 

How can we meet ruinous in- 
ventory deflation after the 
war? 

How can we sell the public on 
the necessity for curtail- 
ment of services such as re- 
duced deliveries, restriction 
of free gift wrapping, regu- 
lation of returns, etc.?.... 70% 

Expense control in the face of 
rising costs 

Trend toward shorter 
week _.. y ape 

How much will prices advance 


77% 


72% 


58% 
work 


58% 
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In what lines are rising prices 
justified? 

How far will the Government 
go in the control of retail 
prices? ....... 

Restriction of unnecessary cus- 
tomer services ..57% 
The final tabulation of store votes 

may affect some changes in the or- 

der of importance of these various 

problems, but returns to date throw 

considerable light on what questions 

are now uppermost in the minds of 

leading retailers. 
a 


57% 


* * 


THE J. L. Hudson Company of De- 
troit has a policy of twenty-five 
years’ standing: “WE NEVER 
LOSE THE CUSTOMER’S POINT 
OF VIEW.” Upon those eight words 
rests the success of this big store, 
dominating retailing in that pros- 
perous part of the State of Michi- 
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gan—the Peninsula. The business 


is sixty years old . . . sixteen stories 
high and over two million square 
feet of selling and office space. 

* 7 aa 


THE Retail Research Association 
and the Associated Merchandising 
Corporation of New York holds its 
twenty-fifth anniversary. This amaz- 
ing instrument of cooperation and 
exchange of information was found- 


ed by Lincoln Filene of Boston and 
when asked for a statement on the 
birthday, he said: 

“In the light of what has hap- 
pened in the past and what is hap- 
pening now, I foresee fewer depart- 
ment stores twenty-five years from 
now; but I do feel that the surviv- 
ing stores will be better establish- 
ments; they will be deservedly bet- 
ter for they will have studied their 
businesses long in advance. 

“That rather brings us to a re- 
minder as to how vital is the need 
for research. These successful stores 
of tomorrow will be the ones which 
have gone in for scientific examina- 
tion of all problems; they are the 
ones which will be ever alert to the 
changing conditions in our eco- 
nomic life. This is not the time to 
adhere to traditions, rich as they 
may be. Maintain the fundamen- 
tals, of course, but be sufficiently 
elastic to move with the changing 
times. 

“Yes, the field is wide open for 
the progressive, aggressive, fore- 
sighted store which sets its sails for 
the days to come. 

“The great determination to do 
a worthwhile research job; well, it 
was that kind of thinking that made 
it possible for 18 stores twenty-five 
years ago to become convinced that 
there was something each was do- 
ing a little better than the other; 
the conviction that they could learn 
from one another. The original 
thought was to make intelligent use 
of that great planning power, and 
that is the principle which has car- 
ried on down through the years.” 
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E. B. WARD of Morse & Haynes 

Co., Springfield, Mass., sends us an 

additional stanza to the rondo which 

we published from the Dublin Opin- 

ion recently: 

“Why does the damsel those wicked 
wicked heels buy? 

She knows when she buys them, 
she’s going to cry 

Though her feet may look shorter, 

She will heave a loud sigh 

And no one will care 

In the sweet by and by.” 


THE Michigan Retail Shoe Dealers 
Association sends a warning to re- 
tailers: 


“The Bureau of Internal Revenue has 
issued a warning to merchants not to 
advertise that they are paying retail taxes 
on certain articles and not passing on 
the cost to their customers. 

“To create a demand for their prod- 
ucts, some merchants are publishing ad- 
vertisements containing statements to the 
effect that retail taxes are not included 
in the sales price of the articles because 
the taxes will be paid by them and not 
passed on to the customer, the officials 
said. 


“FUR TRIMMED SHOES ARE TAX- 
ABLE where the component material of 
chief value of the article is ‘that compo- 
nent material which is not exceeded in 
value by any other single component.’ 

“ORDINARY SHEEP SHEARLINGS 
ARE NOT TAXABLE. _ Electrified 
shearlings, when dyed to imitate fur, are, 
according to the present understanding, 
taxable, if such electrified shearling is 
the component part of chief value of the 
slipper. (Electrified shearling is the 
term applied to dyed and processed 





sheepskin shearlings, finished to resem- 
ble fur skins, having very much the ap- 
pearance of sheared beaver or mouton.) 

“QUESTION: Are slippers, coats, and 
mittens made of lamb’s wool taxable if 
the wool is still on the lambskin? 

“ANSWER: Yes, if dyed or ‘electri- 
fied’ to recemble fur. For a full state- 
ment of the Bureau's position on this 
point, see office ruling S. T. 709, C. B. 
XII-2 (1933) 312.” 
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“As soon as that quiz program is over, dear, I've got an $8.00 question for you.” 








HOUSE SHOES CAN INCLUDE EVERYTHING FROM FELT SCUFFS TO 

SATIN MULES TO HOPSACKING PLAY SHOES TO LEATHER CAS- 

UALS. THERE ARE MANY WAYS TO PROMOTE THEIR SALE. WE 

GIVE YOU HERE THREE NEW IDEAS TO FOLLOW THE CHRISTMAS 
SELLING SEASON. 


WINTER weather and the Christmas season make us 
all house shoe minded. This year there are several pro- 
motional angles to consider in addition to Christmas. 
There is the defense angle to start with. Thousands of 
women are going to be active in defense or war relief 


Light, bright colors in robes and 
house coats and soft gay slippers 
plus a blazing fire do much to dis- 
pel Winter chill and gloom at the 
end of a busy day. This quilted 
flowered robe worn by Frances 
Scully of NBC’s Hollywood Press 
Department. 


committee work. Some of them will be working in de- 
fense factories. Whatever their kind of job, you can be 
dead certain that it is going to keep them active and on 
their feet. 

For those active hours we have already shown a great 
many styles in the Recorper pages. The most recent 
story was last week’s feature on oxfords. But what about 
their leisure after-work hours? A natural reaction at 
the end of a long day of active work outside the home 
is the desire to slip into something different . . . some- 
thing soft, easy and informal. Here’s where you can 
introduce one new promotional idea in your house shoe 
department. 


TYPES for such a promotion were shown in our 
July 26 issue in the story, “At Home in Four Moods.” 
These included corduroy slacks shoes; felt scuffs for 
flannel robes; hostess ballet slippers in kidskin or satins 
or brocades; mules in the same materials for the very 
feminine gown. These are just possible types. As you 
know, there are many other materials and patterns avail- 
able. Actual shoes in a wide range of materials and 
styles were shown in our Oct. 4 issue in “Fireside and 
Dormitory Fashions.” 

Now for the second promotion idea. The defense pro- 
gram has put many domestic workers into factories. As 
a result, many a woman is now doing her own house- 
work. Sturdier shoes will be her need. Many of the 
casual shoes, low-heeled, platform-soled, soft but sturdy, 
are just right for her. Let her see them in some gay 
colors and youthful styles. They will do a lot to liven 
up her daily routine. 


LAST of all, what about selling some play shoes to the 
woman who is not going South but wants something to 
bring gaiety to mid-Winter living? Just at this season 
your windows and departments will begin to feature 
Southern resort clothes. Most of your customers will 
never have the chance to wear them at these resorts, but 
many of them begin to long for something light and 
pretty in their wardrobes. Why not sell them some of 
those gay Southern play shoes to wear by their own 
firesides out in snow-bound Michigan or Pennsylvania 


or up in Vermont? 








What’s in Store for 
The Shoe Industry ? 


HAROLD M. FLORSHEIM, UNTIL RECENTLY OPM'S 
SHOE CHIEF, TO DISCUSS WASHINGTON VIEWPOINT 
AT NATIONAL SHOE FAIR LUNCHEON ON JANUARY 6 


HAROLD M. FLORSHEIM 


THE noon luncheon meeting of the National Shoe Fair, 
jointly sponsored by the National Shoe Retailers Asso- 
ciation and the National Boot and Shoe Manufacturers 
Association, to be held on Tuesday, January 6, will have 
as its principal speaker, Harold M. Florsheim, former 
Chief of Shoes and Leather Products Section, Division 
of Purchases, of OPM, where he served eight months as 
head of this office. 

The pressure of private business forced Mr. Florsheim 
recently to resign his position with OPM and return to 
the Florsheim Shoe Co., Chicago, where he has resumed 
his duties as First Vice-President and Secretary of the 
company with which he has been associated for 22 years. 
While finding it impossible to continue in the Section 
of which he was active head, he will remain attached 
to the Division of Purchases of the OPM as a member 
of the Division’s advisory committee. 

During the period that he served as Chief of Shoes 
and Leather Products Section he assisted and conferred 
with Army and Navy officials in developing the procure- 
ment program providing for the shoe and leather re- 
quirements for the men in the service. 

As a practical shoe manufacturer of wide experience 
Mr. Florsheim contributed his knowledge and ideas in 
developing the new Army oxford which has been adopted 
as part of dress regulations. He participated with the 
Army, advising and assisting in new developments and 
specifications. The principal function of the Section 
was to assure the supply of all finished leather materials 
needed for National Defense and provide adequate mate- 
rials for the civilian supply so that the consumer could 
be adequately served. The shoe industry, according to 
Mr. Florsheim, requires many items on the critical list 
and part of the operation of his Section was to determine 
the needs of the industry on the present basis of produc- 
tion to keep these critical items flowing to the industry. 

Mr. Florsheim will bring to the National Shoe Fair 
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a message vital to all shoe retailers and manufacturers 
alike. Those who attend will hear the intimate story 
of what has happened and what may be anticipated in 
the shoe industry as seen through the eyes of a shoe 
manufacturer who has served eight months in the OPM. 
confronted daily with the problem of providing the gov- 
ernment with its war needs for National Defense and 
constructing a plan of supplying materials to manufac- 
turers engaged in the production of consumer require- 
ments. . 

Merchants and manufacturers are anxious to know 
what problems pave the path ahead. Every shoeman 
has a question on his lips . . . a question about to- 
morrow’s business . . . tomorrow's production . . . to- 
morrow’s customers and tomorrow’s shoes. While 
many of these questions will remain unanswered, Mr. 
Florsheim will bring to this meeting information and 
facts that will reveal some of the thinking of the govern- 
ment towards the shoe industry. 

The Tuesday noon luncheon meeting of the National 
Shoe Fair ‘will: be held in the Grand Ballroom of the 
Stevens Hotel. The meeting will be presided over by 
Carl Burgstahler, President of the National Shoe Retail- 
ers’ Association. All shoemen are invited to hear one 
of the top talks of the Fair. Advance luncheon tickets 
will be sold at the Headquarters Booth of the National 
Shoe Retailers Association located in the Michigan 
Boulevard Lobby, Stevens Hotel. A capacity crowd is 
anticipated. 

To offer every assistance to merchants in working out 
many of their store operating problems, the Joint Com- 
mittee has announced the continuation of the “Expense 
Control and Store-Management” clinics which will be 
conducted for the seventh consecutive year by members 
of the staff of the Northwestern University School of 
Commerce. It is anticipated that an overwhelming inter- 
est will be manifested by retailers in these consultant 
conferences. 
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TO be announced by OPM, The Production Require- 
ments Plan as the successor to the not so successful 
Defense Supplies Rating Plan. The purpose of the plan 


is to. enable OPM to assign blanket quarterly priority 
ratings beginning after the first of the year with more 


exact relationship to the importance of a particular 


manufacturer’s product, and the total volume of the 


materials available. 





ON the application form, PD-25-a, to succeed PD-1, 
application for Defense Supplies Preference Rating, ex- 
cept for requests for capital equipment, a manufacturer 
will show the kind and amount of products he has been 
making, the priority rating of orders he has filled in a 
recent quarter, the destination or end use of his products, 
and the inventory of materials which he has on hand, 
together with his anticipated materials requirements for 
the next calendar quarter. If all of the products covered 
in his application are destined for defense or essential 
civilian use, he may be given a priority rating covering 
100 per cent of his needs. The plan is partially aimed 
to relieve hardship cases where a lack of materials pre- 
vents continued operation. 





* * 








PROMINENTLY mentioned as a possible successor to 
Harold M. Florsheim as Chief of OPM’s Shoes and 
Leather Products Section, is H. L. Nunn, of the Nunn- 
Bush Shoe Co. Mr. Nunn, at present a member of the 
boot and shoe industry advisory panel, is said to be 
highly acceptable to both the government and members 
of the industry. 


* * a 





R. R. GUTHRIE, Assistant Chief of the OPM Purchases 
Division and prominent mercantile figure, when asked 
about the effect of government spending on the retail 
business, said that government spending would have no 
effect. “Our purchasing plan is so built to effect a mini- 
mum of confusion in the trade,” he said. 


a * * 


HOWEVER, Representative Bennett of Missouri, is in 
more than mild disagreement about the effect of the War 
Department’s spending. He recently told House mem- 
bers that higher taxes and price control would fail to 
check inflation because the Government itself, through 
excessive War Department purchases, is bringing on 


inflation. 
7 a * 


OPM take note: Competent observers of European 
efforts at standardization of shoes say that the attempts 
in Italy and France met with notable failure. In Italy, 
where dealers were required to take 75 “standards” out 
of every 100 pairs of shoes purchased, the result was 
that the 25 pairs of varying styles were sold promptly, 
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In France, where no 
dealer was able to dispose of his standardized shoes, the 
Government was forced to distribute them to institutions. 


but the remainder collécted dust. 


* om aa 


THE original Baruch plan under the War Industries 
Board was not leveled at the styles of shoes but merely 
restricted prices to about five ranges. Some officials 
say that style reductions in women’s shoes in particular 
will cause sales to fall off, and that there are so many 
styles, that anything short of complete standardization 


would be useless. 
_ 7 * 


EXPORTS of shoes have increased in recent months 
and will probably continue at higher levels for the 
remaining months of the year. This is due to United 


[TURN TO PAGE 39, PLEASE] 
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FLORIDA expects 2,000,000 visitors during the pres- 
ent season, according to State Hotel Commissioner 
Hunter Johnson. Gulf Coast states, the Southwest 
and California have upped their estimates over even 
the best years of the past, while developments of the 
coming weeks will add to or subtract from the crowds 
that travel beyond the borders of continental U.S.A. 
seeking the sun afloat or ashore. All of which means 
a great deal of interest and action in the so-called 
“sunshine shoes,” together with accent on shoes that 


SETTING 
The STAGE 
For 
SUNSHINE 
SHOES 





UNUSUAL OPPORTUNITY FOR SUCCESSFUL PROMOTIONS PRE- 

SENTED BY EXPECTED HEAVY TOURIST TRAVEL FROM NORTH TO 

RESORTS IN FLORIDA; THE SOUTHWEST AND CALIFORNIA — 
PRACTICAL SUGGESTIONS FOR WINDOW BACKGROUNDS 


will be comfortable on visits to camps throughout the 
South—shoes that are definitely closed up against the 
ever-present dirt and sand of military camps everywhere, 
it seems. 

Since it will be a combination trip for thousands, 
there should be a sort of combination promotion, to 
which many stores will want to add a near-by display 
of gift things for one’s favorite man-at-arms. If you have 
maintained size records, this may lead to the sale of 
some extra pairs of dress shoes, as well as socks and 
slippers. But, however that goes, remember that the 
camp-visiting tourist going South this season needs more 
than just play shoes. 

In larger stores, “sunshine shoes” will have their own 
specially decorated department. In smaller stores they 
should be given a “dressed up” section, and plans made 
to keep up display interest in the windows and in the 
store over a period of a number of weeks, long enough 
to require several changes in window settings and also 


in the store. This is particularly important in places . 


where your window audience remains almost unchanged. 
Sounds like quite a job, but it really isn’t hard, or too 
expensive, if you use the inexpensive symbols, develop- 
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ing them in various ways for your sectional back- 
grounds, and use “style coordination” to accent the 
correct costume-use of the various shoes. 

Photo-murals, travel posters and full-color back- 
grounds dress up the departments in some of the big 
stores. In the smaller store, an effective sectional in- 
terior trim would be the tiled roof effect extended from 
a point above the shelving out over the fitting stools set 
at each side of the allotted space which is cut off by a 
plaster wall. Over the top of the roof use a top of a 
palm tree made of cut-out compo board trunk with 
glazed paper leaves in green. Pink is a good color for 
the plaster walls, with red tile. If that is too compli- 
cated, try an awning of yellow and white striped mate- 
rial (strips sewn together) with a grass-covered exten- 
sion shelf placed table high and finished off below with 
a blue skirt. 

Ever see a square umbrella? Over a square table with 
a sanded top, above which are grass-covered sloped 
panel shelves, build up a square “roof” frame the same 
size as the table top, covering it with lightweight wall 
board painted in yellow and white stripes. Make a wavy 

[TURN TO PAGE 33, PLEASE] 
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Learn WHAT To Buy 
AT The FITTING-STOOL 


Stanley F. Smythe, left, at the fitting stool in the Les 
Angeles store, where he gets a line on his customers 
preferences in footwear. 


RIGHT on the fitting stool is the only place to buy shoes. That’s 
the answer to the question of whether I buy best in sample rooms 
or in my store. And it is also the answer to the substantial in- 
creases in business the several Foreman & Clark shoe departments 
under my jurisdiction are experiencing. 

Rubber stamp buying for all the stores in our group is out of 
the question. Fitting stool buying means that a close personal 
study of customer demand should be made in each locale. Buying 
is done against such information and not against reports of man- 
agers, excellent men though they are in every instance. Such a 
buying program is just as important in a single store as it is in a 
group. It means that the buyer himself takes his turn at the fit- 


Left—This was one of the shoe windows 
which backed up the newspaper cam- 
paign on Chestnut Brown. 
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Compare with any other shoes at 6.50 to 10 








You'll be a step ahead 
in style and comfort, 
and you'll be $1.50 to 
$3.50 ahead ip your 
pocket! 
















BIG HIT of 1941 is chin 
‘Sing up drogue in CHEST- 
NUT BROWN, 0 rich forest 
color which & smart with 
amy sust Asim all Thorough: 
bred phacs, «hugs the heel 
and arch for pertect comfort, 
aad the fic xsble sake needs mo 
* painful breaking-1a.” 
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Foreman £& Clark 


Instead of “Playing Your Hunches", or 
Following the Gossip of the Trade, 
Check Your Fashion Information by 
Careful Observation of How Your Own 
Customers React to Colors, Patterns 
and Materials. Then You Will Have the 
Most Accurate Guide to What Will Sell 
in Your Community and to the Cus- 
fomers You Serve. 


Based on an interview with 


STANLEY F. SMYTHE 


Shoe Buyer for the Foreman & 
Clark Clothing Stores in Los An- 


geles, Hollywood, Long Beach, 


Huntington Park, San Diego, San 
Francisco, Seattle and Kansas City. 






























ting stool and in this way obtains the direct reaction 
of customers to merchandise. 

Conditions are never the same in any one store or 
group of stores, so constant contact with consumers 
to get their reactions, is ever important. Take our 
San Diego store, for example. This store did a fairly 
good job in five and five-fifty shoes, the prices which 
were featured there. A several day fitting stool session 
indicated a tendency for better shoes. Fortifying the 
$6.50 and $7.50 shoes brought about an immediate 
increase in pairage sales, with its corresponding gain 
in volume. 

Aircraft industry expansion made San Diego almost 


Left—This advertisement brought Chest- 
nut Brown to the attention of the buying 
public, in the campaign on that color 
sponsored by the Foreman & Clark or- 





Above—A blank corner in the stairway 
leading from the shoe department to the 
upstairs credit department was trans- 
formed into a brightly lighted show case, 
and proved the means of selling many 
extra pairs of shoes. 


a boom town. Steady work at good wages made it 
possible for customers ‘to obtain things they have 
always wanted. Previously men had bought more shoes 
retailing around the $4.00 mark than any other retail 
price as revealed by the take-offs on our store. This 
led to the belief that they would jump to $5.00 prices 
without question. However, when we gave them an 
outstanding shoe at an attractive price of $7.50, they 
easily recognized the value, and sales were forth com 
ing in good volume. [TURN TO PAGE 30, PLEASE} 


Left—A typical Foreman & Clark shoe 
department. This one is in the Los An- 
geles store. Note the number of spot dis- 
plays in various sections. Displays of this 
nature are duplicated all over the store. 


































Conducts Campaign against 
FRAUDULENT SHOE ADVERTISING 


New York City Better Business Bureau Undertakes In- 

vestigations of “Cancellation”, "Sample" and “Outlet” 

Stores and Cooperates with District Attorney to Elimi- 
nate Unfair Practices, Protect the Trade and Public 


FRAUDULENT and unfair advertising practices used 
by certain shoe dealers who continually advertise bar- 
gains have been substantially reduced as a result of 
recent action by the Better Business Bureau of New 
York City, in cooperation with reputable shoe dealers 
and manufacturers and the District Attorney. 

For the protection of the consuming public and repu- 
table retailers of shoes, the Bureau began an investiga- 
tion of “cancellation,” “sample” and “outlet” shoe stores 
in Manhattan six months ago, and through its corps 
of shoppers discovered a number of deceptive selling 
practices which- included misleading store-front and 
window signs. The office of the District Attorney of 
New York County cooperated in phases of the work by 
outlining the scopé of the penal law and by suggesting 
methods of stamping out undesirable practices in the 
industry through voluntary cooperation by the dealers 
involved. 

In window display advertisements, these stores pur- 
ported to sell samples, factory rejects and bankrupt 
stocks of “nationally advertised” and “famous brands” 
of shoes at unusually low prices, but in most cases such 
shoes were found to be “bait” offers to further the sale 
of lower quality, unknown or unbranded shoes at com- 
parable or higher prices. The featured, well-known 
brands comprised only a small percentage of the stocks 
of shoes which in most cases were found inadequate to 
meet consumer demand. 

The most dishonest practice encountered was the sale 


of shoes bearing counterfeit labels. The names of well- 
known retail stores in New York and other cities were 
affixed falsely to cheap shoes represented as worth sev- 
eral times the purchase price. For example, a shoe at 
$5.95 was misrepresented as having sold previously at 
$14.95. Value exaggerations were found prevalent 
among stores of this kind, both in store signs and in 
statements by salespeople. 

On the basis of the Bureau’s survey and its further 
development of facts, the District Attorney’s office held 
a series of conferences to which many shoe dealers were 
invited. At these conferences the State penal laws cover- 
ing fraudulent labeling and false advertising were ex- 
plained in detail. Following this action and the correc- 
tive work of the Better Business Bureau as a voluntary 
agency of business, a marked decline in advertising and 
selling deceptions has occurred. The situation is con- 
tinuing to receive attention where deception remains. 
Purchasers of shoes are requested to inform the Bureau 
if they believe they have been deceived in any trans- 
action. 

As a further step to all-round improvement, the Better 
Business Bureau has formulated standards for advertis- 
ing and selling shoes in New York City, which have 
been approved by its shoe-retailer and manufacturer 
members. In time, these should have a far-reaching 
effect toward maintaining and increasing the dependa- 
bility of selling practices in this important industry. 





Standards for Advertising and Selling Shoes 


Formulated by the Better Business Bureau of New York City 


These accepted standards for 
New York City relate to any offer 
made in newspaper or magazine ad- 
vertising, direct mail circulars, tags 
and labels, placards, counter signs 
and other display matter, radio an- 
nouncements, and to oral statements. 
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1. General 


No statement or representation 
shall be used in advertising shoes 
which is inaccurate, or which has 
the capacity or tendency to mislead 
the public. 


2. Unfair Competitive Claim 

Statements which disparage, di- 
rectly or by implication, the mer- 
chandise, prices or services of any 
other shoe or shoe business, or 
which are otherwise unfair, shall 
not be used. 
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3. Leather 

The term “leather” a used in the 
advertised description of shoes shall 
apply only to the genuine hides or 
skins of animals, reptiles, mammals 
or fish. 


4. Descriptive Terms 

Misleading trade terms or trade 
names and descriptive terms which, 
because incomplete, tend to mislead, 
shall not be used. When one kind 
of leather is tanned, dyed, or fin- 
ished to imitate another, the true 
name of the leather shall be given 
with suitable term denoting the 
leather it imitates. For example, 
Alligator-grained calf; Shark-em- 
bossed calf. 


5. Shoe Fabrics 

All fabric shoes shall be clearly 
described as such and shall comply 
with wool, linen, or rayon rules of 
the Federal Trade Commission. 


6. Comparative Prices 

(a) Comparative price or com- 
parative value statements in shoe 
advertising shall be limited to prices 
which have been in effect recently 
in the advertiser’s own store or 
stores, or to the usual everyday 
prices at which the identical shoes 
currently sell at retail. 

(b) Use of the phrase “at cost,” 
“should sell for,” “made to sell for,” 
etc., shall be avoided. 

(c) If merchandise is grouped 
and reduced for sale, at one price, 
both the minimum as well as the 
maximum former prices must be 
stated when price comparisons are 
advertised, and not less than 10% 
of the merchandise included in the 
offering must be of the maximum 
former value indicated. Otherwise 
the quantity at each former price 
must be listed. 


7. Prices—Limitations 

(a) If the advertised price ap- 
plies only to a limited range of sizes, 
this fact shall be conspicuously 
stated in the advertisement. 

. (b) Predictions of future prices 
shall not be used. 

(c) Prices and descriptions of 
shoes shall appear directly above, 
below or alongside the illustrations, 
unless it is clear that one price ap- 
plies to all-descriptions and illustra- 
tions. 
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8. Illustrations 

Illustrations of advertised mer- 
chandise shall conform in detail to 
the appearance of the merchandise 
actually on sale. If the quantity or 
sizes are limited, such fact mut be 
stated under and adjacent to the 
illustration. 
9. "Free" Offers 

Use of the word “free” in adver- 
tising, when the “free” goods are 
contingent upon the purchase of 
other merchandise, shall not be used. 


10. “Bait” Offers 

(a) “Bait” offers of shoes, where- 
in the prospective customer is de- 
nied fair opportunity to purchase 
by switching tactics or due to inade- 
quate stock, shall not be used. 

(b) Advertised shoes shall he 
immediately available in sufficient 
quantities to supply a reasonable 
demand, unless othewise plainly 
stated. 


11. Misleading Displays 

Arrangements of window dis- 
plays, counter cards and other dis- 
plays, which have the capacity to 
mislead or to confuse (the consum- 
er) as to the price or description of 
merchandise shown, shall not be 
used. 


12. Hand Made 

(a) Such terms as “Hand Made,” 
“Hand Crafted,” or “Bench Made” 
or any other word or words of simi- 
lar meaning or impression shall re- 
fer only to shoes in which lasting 
and principal fabricating operations 
in the sole structure have been per- 
formed by hand without the aid of 


machinery. 


——————_——————EE 
GUIDE FOR NEW YORK 
SHOE TRADE 


The accompanying standards of 
fair trade practice were present- 
ed to a group of retail shoe mer- 
chants and shoe department man- 
agers at a recent meeting held at 
the Advertising Club of New York. 
Representatives of some of the 
trade associations were also pres- 
ent. It was emphasized that these 
standards were formulated as a 
guide for stores in the New York 
metropolitan area, to meet condi- 
tions existing there. While they 
may prove of interest, and possi- 
bly serve as a basis for similar 
standards elsewhere, there is no 
intention or purpose to put them 
in operation outside of the New 

York metropolitan area. 
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(b) Reference to hand operations 
shall be confined to the exact opera- 
tions performed by hand without 
the aid of machinery. 


13. Custom 

The term “Custom Made” or the 
word “Custom,” alone or in con- 
junction with any other word, shall 
refer only to shoes made on the or- 
der of and to the specifications of 
the individual consumer and not to 
ready-made merchandise. Such 
terms as “Custom Grade,” “Custom 
Quality,” or the word “Custom,” | 
alone or in conjunction with any 
other word, shall not be used as in- 
dicative of quality. They do not 
have such definite meaning. 


14. Health Shoes 

The advertising and selling of 
“health” shoes and shoes desig- 
nated, titled or branded with the 
name of a physician, or similarly 
branded, shall be limited to those 
shoes which have actually been de- 
signed and constructed according to 
prescription of, or under the super- 
vision of, a licensed physician to 
provide the special scientific or or- 
thopedic features claimed. Inaccu- 
rate or misleading reference to 
“prescription fitting” in advertising 


shoes shall not be used. 


15. Distress Merchandise 

Shoes which are “broken lots,” 
“irregulars,” “close-outs,” “discon- 
tinued styles,” “factory rejects,” 
“samples,” “bankrupt stock,” etc., 
or for any reason fall within the 
classification of distress merchan- 
dise, should be advertised conspicu- 
ously as such and orally described 
accordingly. 


16. “Famous” Brands 

Such terms as “Famous Brands,” 
“Nationally Advertised Brands,” or 
any other term of similar meaning 
and impression shall refer to shoes 
which are in fact regularly nation- 
ally advertised in consumer media, 
such as magazines, newspapers and 
radio, or are otherwise well known 


te the (broad) general public. 


17. “Cancellation” Shoes 

The term “Cancellation” is vague 
and misleading and shall not be 
used in the advertising and sale of 
shoes. 
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What P.M.’s Can Undo 


WALKING for its own sake isn’t an appreciated form 
of locomotion. It is only when you are unable to walk 
that you truly value it. 

We saw the movie “How Green Was My Valley” and 
if ever in our lives we felt the words come true—“the 
smile in the heart of a child,” it was when Huw took 
his few faltering steps (months after a severe accident) 
for the doctor had claimed that he would never be able 
to walk again, but the faith instilled in him by the Rev. 
Gruffydd finally enabled him to walk the next Spring. 

Then came upon us the realization that walking was 
more than automatic locomotion. It was a blessing that 
most of us take for granted, but one that the sick, the 
invalid and the injured prize above all others. Pains 
internal can be concealed in back of a smile, but the 
maimed and the halt are hurt indeed when they see 
pity in all men’s eyes. 

So, as is natural to associate one’s thinking with 
one’s work, we thought of the men and women we knew 
who had done more than their part in helping children, 
adults and even the aged to walk a little better through 
the ministrations of shoes and the kindly thinking of 
experienced shoe men. 

We couldn’t get the subject out of our minds—so 
that is why we are telling you all . . . there’s a place in 
the hearts of all those who knew him for a gruff, stern 
and forbidding shoe man, who was “tops” in his field 
in New York not so many years ago. Only by accident 
and in the course of our almost nightly pilgrimage 
around the shops of the town did we discover the soft 
side of him. This shoe man visited hospitals for crip- 
ples and fashioned and fitted many a brace to limbs 
that have since walked because of his good works. Even 
when adversity hit him, he somehow found the time 
and money to continue the work. He would never let 
us tell about it and it is only because of the season and 
the incidents above that we narrate the tale of when we 
saw him teach a young man to walk again along the 
little graveled walk in one of the parks. And although 
the young man fell once or twice, the courage was put 
into him to try, try again. Six sets of progressive shoes 
did it. 
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And now, oh, for words that we could put on paper 
to describe the son of Satan who we saw fitting a young 
lady to a pair of shoes after she had said that her foot 
had been run over by an automobile and that these 
were her first regular shoes, following the accident. The 
salesman, who fancied himself a “wow” with the ladies, 
handed that girl a line of palaver that was a combination 
of: “I’m the expert. I’m the doctor. I’m the ‘nuts’ 
when it comes to giving you the right shoes.” He made 
six trips to the rear of the store and each time said some 
professional tripe like: “A little more work is needed 
on the metatarsalgic” (whatever that may be). Then he 
would go to the back of the store and takeea hammer 
and pound on the counter; and the next time use a shoe 
stretcher; and the next time just lay the shoe on the 
counter while he smoked a cigarette. When the sale 
was made, he oilily said: “Now take it easy. Only wear 
these for a few hours a day. These shoes will do wonders 
in helping you to walk.” When he came into the back 
room, he said, in that tired, bored, totally exhausted 
voice (that some of these stale sitters on fitting stools 
have): “Well, I made the sale, but, gad, how I had to 
give her all I had to earn that quarter P.M.” Maybe 
the whole system of P.M.ing stinks. 

Well, there’s the story and I am sorry to say there 
are more stinkers like him in the shoe business than 
there are men who have thought the thing through to 
the point where they realize that there is something 
greater in shoes than a sale “wrapped up.” 

This shoe business has greater opportunities before 
it in specialized service to feet and posture and loco- 
motion—to keep healthy feet healthy and to help sick 
feet to walk, We haven’t begun to do the job that can 
be done in the shoe stores of America and we are not 
forgetting that it is a commercial business, measured 
in cash and common sense. 

We say it again and we don’t think that we are over- 
estimating—that there are ten million people who need 
something or other in footwear that is not standardized 
and that needs the intelligence of a man and the skill 
of a hand to make footwear fulfill its true function. 
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JOHN T. BARTLETT 


“WE'VE got to have taxes—lots of 
them —- and heavy ones,” comments 
a patriotic shoe merchant — you've 
heard him. “So we might as well 
make up our minds to ‘take it.’ We 
can’t do anything about it.” 

Colossal taxes are inevitable — 
granted. But the shoe merchant’s 
stake in them continues critically im- 
portant. Taxes can be heavy, yet fair 
and sound, The latter is the only kind 
merchants should be for. On the 
other hand, taxation can be handled 
with gross injustice to merchants, or 
ured to put into effect theories and 
concepts a shoe man should oppose 
with his last breath. 

For one thing, we must demand 
that Congress, considering retail 
taxes, give retail spokesmen an effec- 
tive opportunity to be heard in com- 
mittee. “We’re patriotic—but we have 
rights as Americans,” we should say. 
“We ask, as our privilege, that when 
retail tax laws are written, the Fed- 
eral statutes make a reasonable at- 
tempt to deal with the questions 
which will otherwise inevitably arise. 
When Congress doesn’t do this, we 
have taxation by bureaucrats, which 
is undemocratic and unfair.” 

This is the sort of thing we mean: 

On October 1, 1941, hundreds of 
thousands of retail merchants began 
to collect 10 per cent retail sales taxes 
on furs, jewelry and cosmetics. They 
knew there was a new tax; the De- 
partment of Internal Revenue had 
bombarded them; so had association 
secretaries. But, starting to collect, 
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Defense Taxation— 
The Merehant’s Stake 


Number 5 of a Series on 


RETAILING UNDER NATIONAL DEFENSE 


they ran smack into literally dozens 
of questions which the Federal Reve- 
nue Act of 1941 didn’t cover. The 
merchant had to use his judgment, or 
guess at the answer. 

To retail sales taxes which would 
collect hundreds of millions of dol- 


lars annually, Congress had given not * 


much more than a few paragraphs. 
On this same October 1—but days 
before most retail merchants would 
have the information—the Federal 
Register published six-and-one-hal/ 
pages of small-type interpretations— 
ruling what the retailer should, or 
should not, do. Even so, many (and 
some of the most important) ques- 
tions were left undetermined, later to 
be ruled on. 

These interpretations declared, for 
example, that an affidavit must be se- 
cured when exemption was claimed 
for a sale for religious purposes; that 
the merchant must have written proof 
to substantiate a claim that value of 
an item using fur was greater than 
the taxable material; that the mer- 
chant must pay the tax on uncollected 
credit sales, There were many more 
rulings than these — most of them 
spelling bigger tax collections—some 
of them inconvenient and costly for 
shoe and other merchants. 

On the other hand, it quickly ap- 
peared that the statute’s left-handed 
approach to the passing-on question 
would give trouble in competition. 
Sec. 2409 prescribes a fine (“not 
more than $1000”) for representing 
that the tax is not passed on. This is 


by JOHN T. BARTLETT 
Business Research Specialist 


decidedly different from a forthright 
requirement that the tax be collected 
from the consumer. The legislature of 
my state, Colorado, passing a retail 
sales tax, consulted retail representa- 
tives—collection from consumer was 
made mandatory in the statute. 

The Wage-Hour Division, inter- 
preting the Wage-Hoir Act, which 
exempts retailing, is, like the Internal 
Revenue Department, consistently 
eager to collect bigger taxes from 
more people. Instance the interpreta- 
tion announced in June, ruling that 
a retail store having more than 25 per 
cent “non-retail” sales must observe 
the Federal Wage-Hour provisions. A 
year before, the Division had ruled 
that it took over 50 per cent “non- 
retail” (placing its own interpretation 
on the meaning) sales to bring a 
retail store under the law. 

These cases sum up to this—brief 
and hastily-written tax measures, 
which are sure to require elaborate 
bureaucratic or court interpretation, 
are grossly unfair to merchants. The 
government departments, “interpret- 
ing,” usually lean over backward to 
favor the Treasury; individual mer- 
chants cannot afford to fight a case 
through several courts. 

In the future, retail merchants 
should demand that Congressional 
committees, considering legislation 
affecting retailing (tax or otherwise) , 
should work with retail spokesmen. If 
this had been done, a large part of 
the headaches now occurring under 

[TURN TO PAGE 32, PLEASE] 
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For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 





To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. 





To Retailers: 


Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 





For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 
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OTHER PEOPLE’S IDEAS 


by JOHN F. W. ANDERSON 





Christmas Special 


By the time this is in print, most 
shoe stores will already have their 
Christmas windows installed. But 
maybe there’s a retailer who is a bit 
tardy or one who wants to change his 
window in the middle. of the season. 
To this group we dedicate this idea 
from the Stetson Shoe Shop, Fifth 
Avenue and 36th Street, New York 
City. 

The back of the window is covered 
thick with real Christmas trees. The 
latest in shoes, slippers and hand- 
bags are displayed hanging from the 
boughs of the trees, with here and 
there a leg sticking through the 


branches. 
* a * 


Last Call 


The last week before Christmas is 
the time to really make your windows 
WORK for you. Many merchants be- 
lieve that it is wise to change windows 
for this final seven days on the theory 
that all the shoppers in town have 
seen your regular Christmas display 
and want to see something new. It is 
wise to take a check on stock and 
put a heavy window promotion on the 
slow numbers with rock bottom prices 
prominently displayed in the window. 
Many of these items, if you do not 
sell them before Christmas, may be 
hanging around your store for a long 
time. This should be clean up and 
speed up week. 

Right after Christmas it is wise to 
sit down with yourself and review the 
selling season. Write out a report to 


which you may refer ten months 
from now as to the numbers that 
sold well, the display and advertis- 
ing ideas that went over well, your 
analysis of the mistakes that you have 
made and a note to correct them for 
the following year. 
* * = 


Keep It a Secret 


An effective way to encourage pur- 
chasers of gift slippers to carry their 
packages out of the store themselves 
has been developed by Famous-Barr 





Went to better your 
bed score to dote? Improve 
your footwork with “Bowlers” 

the shoe ef chomplend Doligned nd belt 
expressly for Coword by Racine Nu - Matic, 
this fine shoe has a special “erch-broce” thet 
gives you better support end belence In two 
widths medium and wide. Bow! in a pow to- 
tah cad om ws seg do fer your geet 
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Company of St. Louis. To all cus- 
tomers who want to send gifts home 
they point out that the safest means 
of assuring that members of the fam- 
ily will not learn of the gift in advance 
is by carrying home their own pack- 
ages instead of asking for delivery. 

Shoe salesmen say, “When the pack- 
age is delivered at your home, it will 
probably be in a box which can 
quickly be identified as containing 
slippers or shoes—-wouldn’t you rather 
take the package home with you and 
hide it until Christmas morning your- 
self?” 

Many purchasers appreciate the 
suggestion and act on it, saving the 
store much extra delivery. 

* . > 


The Time for Gifts Is NOW! 


Famous Barr Company, well-known 
St. Louis department store, has turned 
over 40 feet of space on their second 
floor main aisle to the CANTEEN—a 
huge gift shop made up exclusively of 
gifts for the boys in camp. 

Included in the merchandise on 
display is luggage, leather goods, 
flashlights, electrical appliances in- 
cluding electric blankets, writing kits, 
candy, wearing apparel and shoes. A 
full stock of practical footwear, in- 
cluding moccasins, slippers, sheep 
lined pacs, boots and even, officers’ 
footwear is included in one case in 
the new department. The store ad- 
vertised this new department (to last 
for the duration) heavily in St. Louis 
newspapers and reports that the de- 
mand for slippers and military foot- 
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wear more than meets expectations. 
NOTE—The store wraps and mails 
each gift according to army regula- 
tions. 

S *, £2 


In the Classical Touch 


The A. S. Beck Shoe Store, Fifth 
Avenue between 46th and 47th Streets, 
New York City, has recently used a 
Fall window effect with five beautiful 
oil paintings as a background. Shoes 
are displayed on a three-foot diameter 
hassock covered with rich red fabric. 
A female mannequin seated on a long 
bench, also covered in red, admires 
the latest styles in shoes and hand- 
bags displayed on the bench and at 
her feet. All very effective. 

* * + 


Number One Salesman 


The I. Miller Shoe Store on F 
Street, Washington, D. C., has placed 
a showcase in the back of the store 
over the entrance to the rear stock 
room. The case is six feet wide by 
five feet high, will display a dozen 
pair of shoes, is illuminated by con- 
cealed lights and can’t be missed by 
any customer entering the store. This 
type of display more than pays for 
itself because it turns waste space 
into an effective silent salesman. 





Display Idea 
by 
Window Eye 
Shoes set in squared openings of 
wooden trellis work frame in rear of 
window. Framework placed one foot 
forward of back wall. Backboard 
of window painted pale horizon blue. 
Backboard illuminated by four baby 
spots with “daylight” bulbs, throw- 
ing shoes into attractive, eye-catch- 
ing silhouette. And don’t forget to 
place the most attractive or sales 
getting shoes at eye level which is 
about five feet above the level of the 
sidewalk. 


* *# # 


“RICH! RIPE! Black Cherry” 
(The Fashion, Houston) 


Shoes in the Swing 


Jordan Marsh Co., prominent Bos- 
ton department store, has developed 
an interesting idea in their shoe win- 
dow and department to promote the 
sale of shoes and leather belts jointly. 
Swings made of belts hang in each 
window. Shoes are arranged on the 
wooden seats of the swings. The per- 
fect note is that the belts and shoes 
are in the identical shade of brown. 





Advertising Buy Lines 

Here are some advertising phrases 
—mostly tested—that should be use- 
ful to you in a few weeks for your 
newspaper, mailing list, window and 
interior promotions: 

“Prices Take a Nose Dive.” 

“We Have What You Want to Buy 
This January.” 

“A Complete Clearance for Inven- 
tory.” 

“January's Hit Parade Begins.” 

“Good Reasons for a Sale” 

“Limit Sale—No Bottom to These 
Prices.” 

“Appreciation Sale—to Celebrate 
our Best Year’s Business.” 

“Clover Sale—Come in and Try 
Your Luck.” 

“Famous Name Shoe on Sale.” 

“Amazing Shoe Bargains.” 

“Smash Prices in ‘ready to wear’ 
Shoes.” 

“Limit Sale—One Week Only.” 

“Old Fashioned Bargain Time.” 

“Pre-Inventory Clearance.” 

“Lowest Prices for Our One An- 
nual Sale.” 

“Our Famous January Sale—to 
Clear the Shelves.” 

“Shoes on Parade—at Bargain 
Prices.” 








IDEAS FOR THE CLEARANCE SEASON 
7. Keep plenty of extra “measuring sticks and 









Nobody ever complained that they did not do 
a me ory asi mage if the prices were low 
enough. But how low prices can be placed and 
still make a profit is another question. Here are a 
few ideas—some new, some proven in the past— 
that may be useful to you in the rapid selling sea- 
son to come: 

1. Check over your scrap book for otions 
that proved particularly effective last aes We 
hope you made a note of some of your competi- 
tors’ good ideas. 

2. Send out an attractive announcement to your 
mailing list. And as an added inducement and 
check on the effectiveness of your list offer all cus- 
tomers a ten per cent discount on clearance prices 
if they bring the announcement with them. 

3. Offer to give customers their money back if 
they can find the same shoes for less money in any 
other store of the city. 4 

4. Send out PENNY POST CARDS in the sales- 
men's own hand writing to special size customers 
mentioning what shoes you have available to them 
at the clearance prices. 

5. Have notices posted in all parts of the de- 
partment store advertising the specials on sale. 

6. Save time by removing all the box tops off the 
boxes in the stock shelves before the sale begins. 
Remove the salesmen's fitting stools—they'll work 
faster ‘without ‘em. 





shoe horns handy. 

8. Paste a one-inch circular label to the under- 
side of every heel. Write the price and size on it. 
It will save time for the salesmen and prevent mis- 
takes. 

9. Display the shoes on display tables. Arrange 
them by styles or prices and have corresponding 
style groups made up in advance for refills and kept 
in reserve in the stock room. When one table is 
cleared it can be refilled by unloading the right 
box in one motion. 

10. Pep up your clearances by including a num- 
ber of new styles in the lot. Mention it in your mail- 
ing piece and it will bring ‘em rushing in. It will 
create interest and give you a line on the big sellers 
before the season begins. 

11. Push your prices progressively down each 
week as the selections get poorer. It will keep the 
customers coming. 

12. Arrange one of each shoe on sale on an en- 
trance table. Attach a tag with the price and sizes 
available. Customers can take their pick and the 
salesmen can bring fresh clean shoes from the stock- 
room. This idea cuts down handling. At end of day 
mark off soldout sizes on tags. Price shoes by in- 
dividual worth and not by “average” price groups. 
[Average prices won't fool the public, they'll just 

a cream and leave you with the skimmed 
milk.) 
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Learn What to Buy at the 
Fitting Stool 


[CONTINUED FROM PAGE 21] 


There is no discounting that $5.00 is an 
excellent price, and that is the price 
which is being hammered. Even s0, 
sales in our San Diego store are now 
showing 45 per cent on $5.00 shoes, an 
equal percentage of $7.50 grades, with 
the balance on the $5.50 and $6.50 
prices. 

A few other fitting stool observa- 
tions. In Kansas City it was discovered 
that smart detailed patterns were im- 
portant, and strengthening them pro- 
duced the desired results. Highlighted 
shoes made this department click, a 
department which formerly had mostly 
staple numbers. 


Seattle’s fitting stool experiences 
caused a good supply of 12, 12% and 
13’s in good-looking brogues to appear 
on the shelves, and there was a con- 
stant supply of fill-ins arriving for 
frequent replenishments. 

When a buyer knows from actual 
experience just how the various lasts 
fit, what a particular store’s customers 
_ prefer in the way of patterns, leathers 

and detailing, his job begins to take on 
a decidedly pleasurable aspect. It is 
not a worrying grind, it is a distinct 
pleasure to work out details. 

Salespeopie welcome close coopera- 
tion between the management and their 
own fitting stool problems. They right- 
ly feel that the more their buyer knows 
about selling the shoes they have to 
sell, and the more he knows about the 
peculiarities of their own store trade, 
the easier and better their jobs will be. 


There is no place like the fitting stool 
to learn what’s going on. Proof, you 
ask? How’s this? 

Since the policy of fitting stool ob- 
servation has been practiced, sales have 
shown a sharp increase, not only in 
pairage volume but in unit sale. This 
comes from knowing what the cus- 
tomers of a certain store will buy most 
easily and most often. That “most 
often” is fully as important as “most 
easily.” A gain of 75 per cent in the 
past six months for all stores over the 
same period of last year tells its own 
eloquent story of the success of fitting 
stool buying technique. 

Another angle derived from fitting 
stool merchandising is the development 
of promotional methods which click. 
On a fitting stool, one gets to sense 
what appeals best to a man by observ- 
ing his reactions, 

This past season a “Chestnut Brown” 
promotion emphasized various brown 
chestnut shades, colors which blended 
perfectly with the clothes sold in the 
Foreman & Clark stores. Special dis- 
plays in windows, niches and all over 
the store space Were obtained from the 
heads of the various departments. The 
display manager’s whimsical observa- 
tion of “Smythe, there is just one place 
you’ve missed in showing your shoes, 
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and that is the chandeliers,” is typical 
of the grand cooperation experienced. 
If a buyer is really enthusiastic about 
his shoes he soon gets everybody in his 
organization thinking the same way, 
and everybody plugs the shoe depart- 
ment. 

Taking one theme, such as “Chest- 
nut Brown,” and hammering away on 
it over a selling season is one way of 
putting shoe departments across in the 
public mind, The stores had these 
browns in moccasin, monk, blucher and 
bal patterns, with wing, medallion and 
straight tips, so that whatever a cus- 
tomer wanted, we had it. 

When a buyer sits right down at the 
fitting stool and tells the story of why 
he bought certain lasts, patterns and 


colors to the store’s customers—and the 
customers really buy and like the shoes 
shown—that is when the boys on the 
floor get to know what it is all about. 
Practical demonstrations of this nature 
by a buyer make far more impression 
on the sales organization than telling 
them in meetings or writing them 
bulletins. 


New Store Opened 


BREMERTON, WASH.—Featuring foot- 
wear for the family in a smart shoe 
section, J. C. Penney Co. has estab- 
lished a fine new store at Pacific Ave- 
nue and Burwell Street, with T. Sam 
Morrison as manager. This handsome 
addition to the business houses and 
shoe outlets of the city, known as “The 
Navy Yard City of Puget Sound,” with 
its huge naval ship-building payroll 
making prosperity permanent, contains 
a beautiful lighting system, besides 
large street windows, interior display 
fixtures and furnishings. 





Stone Completes Successful Season 


Wm. R. (Bill) Nelson, left, presents a pair of aise Arch Preserver shoes to Frank 
I 


Emch and Albert (Red) Baines as the outstan 


ing performers in the Cleveland 


league. 


CLEVELAND, OHI0O—The Stone Shoe 
Company-Wright Arch Preserver team 
of the Cleveland Twilight Hardball 
League once again demonstrated its 
prowess on the diamond by winning its 
way up to the final playoff series. Not 
until the last game of the finals was it 
eliminated from championship honors. 

The Stone-Wright team, which in- 
cludes many former college players, 
has become a tradition in Cleveland 
sandlot baseball. In fact, Stone has had 
a team on the field under the manage- 
ment of W. R. (Bill) Nelson, veteran 
Stone. salesman, ever since the league 
was formed 25 years ago. During that 
time the footwear nine won the ma- 
jority of league championships, in- 
cluding the years 1939 and 1940. Three 
trophy cups are on display at the store. 

Baseball has had a favorable influ- 
ence on business, bringing considerable 


publicity and good will. Members of 
the team itself represent families whose 
good will is reflected in large family 
accounts. Baseball backers, managers 
and fans are also good customers in 
increasing numbers. 

For many years the Stone Shoe Co. 
has rewarded the two outstanding play- 
ers in the league with a pair of Wright 
Arch Preserver shoes. This year both 
pairs must go to members of their own 
team because of their records. Those 
honored were Frank Emch and Albert 
(Red) Baines. Emch, who has been 
with the team for 18 years, was the 
terror of the league this year, with a 
hitting average of .625. Baines was 
second in league hitting with an aver- 
age of .542, and was.a star in all-round 
performance. He was once scouted by 
the Boston Red Sox. 
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FOLLOW THE CELASTIC LINE 
FOR PAIR PERFECTION 


Accurate Reproduction. With Celastic the 
design of the last is accurately reproduced. 
The delicate modeling of the last maker de- 
signed to produce distinctive character lines 
in the finished shoe is faithfully interpreted 
by Celastic. By being true to the last, shoes 
made with Celastic are trim on the foot. 


Clean and Comfortable. Because Celastic 
successfully resists the effects of hard usage, 
soakings, strains or sudden changes of tem- 
perature, linings remain fused to the box 
toe, tight and wrinkle-free for the life of the 
shoe. Wearers enjoy the cleanliness of Celas- 
tic, too, for Celastic cannot stain the hose. 
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ening solutions, each with o different drying 
time, allow the sfacts to ch the 
one which best suits his production schedule. 





Flexible Tip Lines. There is strength in 
Celastic —strength which eliminates bulk — 
strength which allows a flexible tip line to 
blend smoothly into the lines of the shoe 
and flexibility that means greater comfort 
for the weorer across the tops of the toes. 


A Single Structural Toe Unit. Lining Box Toe 


sists the effects of heat and moisture, has 
added strength, keeps toe linings from 
sagging. 


Matched Pairs. Where footwear has built- 
in toe chorocter, strength, durability and 
comfort — chances are these shoes were toe- 
fashioned with Celastic. Because such shoes 
meet the high standards of the final factory 
inspection for trim and well-mated appear- 
ance, they are called Matched Pairs. 


Only the Celastic box toe provides all 
these benefits. Available in convenient roll 
form for the manufacturer who cuts his own box 
toes or cut and skived to selected patterns. 


Ask your United Man. 


UNITED SHOE MACHINERY CORPORATION 
| BOSTON, MASSACHUSETTS 
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Defense Taxation—The Merchant’s Stake 


[CONTINUED FROM PAGE 26] 


the 1941 Federal retail sales taxes 
would have been averted. 

We must oppose further Federal re- 
tail sales taxes. The present taxes are 
a wedge—1942 will find others pro- 
posed. Collection costs of such taxes 
are so prohibitively great, by compari- 
son with taxes at source, that a nation 
which sorely needs to avert waste 
should not consider them. During con- 
gressional discussion of the present 
jewelry tax, it was shown collection 


of a tax at source would cost less than 
$50,000 a year. Collections from retail 
outlets will cost, it is estimated, sev- 
eral million dollars. 

Merchants must fight all attempts to 
tax advertising. The 1941 Federal Tax 
bill, as. passed by the House, placed 
taxes on radio and outdoor advertising. 
Fortunately, the Senate finance com- 
mittee eliminated this feature. The 
proposed levies on radio stations and 
outdoor advertisers were far from the 


innocent things they see:ned. Offhand, 
the merchant might say, “Sure, tax 
outdoor advertising. It disfigures the 
landscape. Besides, I don’t use it or 
don’t expect to.” He might ponder fur- 
ther, “These big radio stations enjoy 
a monopoly, and should pay for it.” 
But the issue involved is far deeper. 

Some men and women of the brain- 
trust variety are opposed to advertis- 
ing, though Leon Henderson recently 
gave it the green light. They believe 
that advertising is an unnecessary ex- 
pense and that the price of goods could 
be reduced if the cost of advertising 
were to be taken out of the business 
budget. 

It is hard to imagine how American 
business, of all kinds, could have pos- 
sibly reached its present state of high 
development without advertising. 

All shoe merchants should under- 
stand this. They should understand, 
too, that advertising may be attacked 
on other fronts. Going on at present 
in Washington are all sorts of things 
in the name of National Defense. Al- 
ready there have been hints from high 
officials that, during the present emer- 
gency, perhaps advertising should be 
limited. Shoe merchants should oppose 
such propaganda with all their energy 
and influence. 

If retail merchants will use the in- 
fluence they possess, they can do a 
good job of protecting themselves 
against unfair retail tax legislation 
at Washington. They should speak 
through their trade assocjations. They 
should write personal letters. Every 
Congressman watches his mail. An oc- 
casional dramatic issue floods him with 
communications, but most of the time, 
he doesn’t receive as much of constitu- 
ent information and recommendation 
as he would like to have. 

Congressmen respect retailers. They 
know the large influence that shoe re- 
tailers and other merchants exercise 
on the Main Streets of America. They ~ 
know that they are the community 
leaders of thousands of towns and 
cities. They recognize the intellect, ob- 
servation, and judgment of merchants 
as being decidedly superior. 

Concerning taxes or any other legis- 
lation affecting retail trade—when you 
really have something to say—write 
the Congressman from your district, 
the Senators from your state. You 
should make it a point to call at their 
offices sometime if you are in Wash- 
ington. When they are at home during 
recesses, look them up for conversa- 
tions. 

And while you are doing a consci- 
entious job of tax comment, be sure to 
talk, too, of waste in non-defense 
spending—of the obligation to intro- 
duce economy which Congress has to 
the country. The present situation, 
frankly, is shocking. Non-defense ex- 
penditures continue to be poured out 
with absolutely no thought for econ- 
omy. In this, we should all be interested. 
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Setting Stage for Sunshine Shoes 


[CONTINUED FROM PAGE 19] 


edging of the wallboard also. The whole 
canopy is supported by a post set 
through the center of the table top. 
Use.a blue skirt with appliqued “waves” 
of white to conceal the table legs. 

Palm trees are a “natural” for “sun- 
shine shoe” displays. Perhaps you al- 
ready know how to make them in sev- 
eral different ways. If so, add these to 
your collection: Browned cork criss- 
crossed with wire set in a “beach” of 
sand or sanded cloth, with leaves of 
green glazed paper, or starched green 
cloth. Use the same leaves with tree 
trunk of dark brown crépe paper. Black 
and brown trunk of suede-finished paper 
with green leaves. Trunk of copper 
wire (if you can get it) around a brown 
stick with feather-plume leaves. Very 
attractive leaves are made of white 
cardboard or heavy paper cut leaf 
shape, creased lengthwise and slashed. 
Tree trunks cut from compo-board can 
be given that windblown curve. Good 
idea is to use your “Southern” effects in 
miniature to save cost and time in con- 
struction. 

A scene built up of paper cutouts and 
framed to hang in back of a display of 
shoes will give atmosphere as effectively 
as a costly window full of props. There’s 
some art student in your locality who 
can do these things for you if your card 
writer or display man cannot. It is 
really very simple. 

Need a cruise ship? One seen recently 
was a water-blue panel above which 
projected the stack of a boat, with a 
couple of cut-out sea gulls suspended 
on very fine wire on each side of the 
stack—fore and aft. The effect of 
motion was imparted by the back slope 
of the stack. Another was a white card 
cut-out of the prow of a ship with the 
superstructure above it, and real ropes 
leading from hawser holes at both sides 
of the bow. This was about six feet tall 
and set against (or rather, in front of) 
a blue backdrop. 

Using paper and card cut-outs with 
rubber cement to build up these back 
panel effects is a very simple, inexpen- 
sive and effective way to accomplish the 
purpose. And if you go so far as to 
achieve the “third dimension” by using 
sections set in slots in a baseboard, or 
supported from the sides of a shadow 
box, the effects gained are really good, 
and, with a little care, take on a pro- 
fessional look. 

One of the simplest “atmosphere” set- 
tings—and one that tells the story well 
—is to divide a half circle of wall board 
into three segments (three “pie slices”) 
covering one with sand or sanded cloth, 
the center segment with close cut 
“grass” and the third with paper in im- 
itation of a polished dance floor. Cut 
the half circle from a regular 4 x 8 
foot panel and you'll have a set for an 
eight-foot window space; or make it 
small enough to set on a show case top. 
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Three circles, similarly covered, can be 
used, or three rectangular shelves. And 
how about small half-circles as back 
panels with individual shoes, with sam- 
ples of the costume colors and fabrics 
with which the shoe will go smartly 
pasted on the panel? 

Another old, but always good, source 
of coordination promotion are the fash- 
ion figures in the women’s magazines. 
Try mounting them and cutting out the 
figures, then setting them before a back- 
ground copied from the magazines pic- 
ture. Shoes shown would be those ap- 
propriate to the costumes. If you ‘want 
to carry the idea further, have some- 
one dress several small dolls in appro- 
priate costumes; if this idea is developed 
to its full possibilities you would have 
the blonde, brunette, and red-head dolls 
in new costumes right along. It would 
be an identifying feature that could be 
carried into the advertising. Something 
very smart! Turn the idea into a con- 
test for women and girls if you wish. 
Better supply the dolls to a limited 
number of contestants, and suggest the 
type of garment they make, allowing 
them to use their ingenuity as far as 
possible. 

Easier is the idea of placing the style 
pages of the several current style mag- 
azines on a single back panel, with shoes 
appropriate to the various costumes 
designated by ribbons leading from 
sketch to shoe, or shoes. The pages of 
certain men’s magazines are also use- 
able this way. The tie-up with in- 
formation by the magazines they know 
overcomes the thought that you are try- 
ing to sell styles of your own selection 
—that you are providing the styles to 
which outside stylists are giving nation- 
wide recommendation. 

Cruise shoes can be dramatized in- 
expensively by placing a cut-out of a 
ship’s rail close to the inside of the 
window glass, with an imitation deck of 
wood-patterned paper for the floor, and 
a white background with cut-out rings 
set around portholes cut in the back- 
ground, each porthole framing a scene 
of vacation activities. For a simovle~ 
display, have a map of the western 
hemisphere drawn on a large sheet of 
compo-board with sketches of planes, 
shins, trains, and cars or busses speed- 
ine over various routes, and a caption 
“Whether Away?” Place shoes on and 
hefore the sloped panel. Activity 
sketches will add further interest if 
rlaved in the proper spots throughout 
the map. 

The spirit of the promotion is health 
and pleasure. Study the lancuage of 
resort ads. Use language to fit in with 
the havpy spirit of anticivation. Sell 
shoes that are going to add to the plea- 
svre of the vacation trip—in both 
smartness, style rightness and fittine 
comfort. Do these and your business 
will increase season after season. 














SUCCEEDING WITH 
HEALTH SPOT SHOES 





MR. WM. H. LAWRENCE 
of the 
HEALTH SPOT SHOE SHOP 
417 Race Street 
Cincinnati 


Industriousness, combined with 
a genuine sincerity to work out 
shoe-fitting problems for cus- 
tomers, may well be considered 
the leading factors in the fine 
success which Mr. Lawrence is 
enjoying. 

His achievement of a. steadily 
growing volume, is the direct 
result of serious application and 
hard work. 


By communicating his enthu- 
siasm for Health Spot Shoes to 
customers, he wins their con- 
tinued patronage and that of 
their friends. 


Constantly increasing profits 
are the satisfying reward for 
these efforts. 


MEN WANTED 


As more and more Health Spot 
Shoe Shops open, there is an 
opportunity for ambitious, ex- 
perienced men to create good 
jobs for themselves. 


Health Spot Shoe Shop opera- 
tors receive a weekly salary 
PLUS a liberal share of the 
profits. No investment is re- 
quired. 

Send for an application blank 
today if this profit-sharing plan 
appeals to you. 


HEALTH SPOT SHOE SHOPS, INC. 


INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 












This kind of SHADOW BOXING 


Really Steps Up Sales 


HADOW BOXES like this—still life studies that break 
the monotony of shelving or blank wall spaces—are 
mighty decorative. But, they can be a lot more than that. 


If the merchandise is really “modeled”—not just shown— 
these miniature show windows can plant seeds of desire 
that will ripen into future sales for you. 


—Aniry 3, sida 


Fairy Forms “model” shoes and hosiery in an irresistible 
way. The new Pearlescent Shoe Forms bring new richness 
and color harmony into shoe displays, while the exclu- 
sive Transparent and Glamour-Glo effects make women’s 
hosiery styles, whether silk, nylon or cotton, look their 
alluring best. 

Buy a good supply of Fairy Forms now when you can 
get them and while the rising seller’s market will quickly 
return their cost in extra sales. Then, in the buyer’s mar- 
ket ahead, when shoppers need more persuading than they 
seem to need today, you will have on hand the powerful 
selling equipment that a buyer’s market requires. 


Write today for Fairy Forms 
catalog No. 62. It's free. 


SHOE FORM CO. Inc. Dept. BS AUBURN, N. Y. 
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Christmas Footwear Gets 
Early Start in Spokane 

SPOKANE, WasH.—Shoes and slip- 
pers were given a prominent place in 
the first picture of Christmas merchan- 
dise unveiled by the Crescent Depart- 
ment store in their display windows the 
week of Thanksgiving. During this 
week also, the elaborate street decora- 
tions for the holiday were put up in 
all the downtown business blocks by 
the Retail Trade Bureau, and during 
the Thanksgiving week-end all stores 
were crowded beyond expectation, and 
the promise of a heavy holiday volume 
seemed to be materializing. 

One of the largest windows displays 
gift lingerie and satin gift slippers in 
pastel colors; a second gift window fea- 
tures men’s slippers in blue, black and 
brown at $3.50. 

The corridor windows are also de- 
voted to footwear. One shows a wide 
assortment of house and gift slippers— 
pastels, Judy slippers at $3.75; cordu- 
roy slippers at $3.75; and satins at 
$3.75, $5.50 and $6.00. A second promi- 
nent window shows pumps for casual 
wear—blacks and browns which are 
shown with accessories; and a third 
shows black shoes in dressy models; 
and for evening, these also displayed 
with accessories and jewelry. 

Alexander’s, exclusive specialty store 
for women, has been making a special 
feature of reptiles, and has also been 
giving prominence to the moccasin type 
in combinations of color and material, 
and for dress and formal wear, black 
studded with gold and colored “jewels.” 

There has been a tremendous demand 
for reptiles, say Schulein’s, where bark 
lizard shoes at $9.95 are being specially 
featured. Novelty jewelry is used ef- 
fectively to accent the shoes. In small 
window panels where only one or two 
black shoes are shown, each will have 
a gold bracelet. 


Two Shoe Men Promoted 
By Cleveland Company 


CLEVELAND, OnI0—Howard Gray is 
the new manager and buyer of the 
women’s shoe department at the Hig- 
bee Company. He succeeds the late J. 
V. Murphy. Mr. Gray was formerly 
assistant manager of the department. 
The new assistant is James Fredericks, 
also long connected with the depart- 
ment. 

Lloyd Linn is the new manager of 
the Higbee Company men’s shoe de- 
partment. He was recently transferred 
to Cleveland from Akron, where he was 
manager of the men’s shoe department 
at Walker’s for five years. Linn was a 
salesman in the Cleveland store for 
three years before going to Akron. As- 
sistant manager of the department is 
Charlie Hacker. 
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Buying Reported Fair at Boston Shoe Show 





No Resistance Noted to Higher Prices in Better Grades of 
Men’s and Women’s—Prices of Lower Grades of 
Women’s Shoes Under Pressure 


Boston, Mass.—Approximately 450 
shoe manufacturers, making shoes in 
all grades for every purpose, opened 
display rooms in the Hotel Statler and 
Parker House on Monday morning of 
this week and played host to a throng 
of interested buyers from all parts of 
the country, here to attend the Boston 
Shoe Fair. While exact figures on 
buyer attendance were not available 
on the opening day, by the second it 
was obvious that not only were there 
more than at the December show of 
last year but that they were definitely 
more interested in buying than at that 
time. 

As a matter of fact the show opened 
Sunday, sometimes behind closed 
doors, indicating that orders were 
being written early and despite the 
fact that the formal opening of the 
show was 24 hours off. 

There was, also, plenty of shopping. 

Summarized, the show went some- 
thing like this: 

In men’s shoes the early buying was 
characterized as fair to good. This 
applied to men’s shoes in every grade. 
Price was not a factor. Advances 
asked by the manufacturers were paid 
without hesitation. As a matter of fact, 
the major consideration on the part 
of the makers of men’s footwear, was 
how far in advance it was safe to book 
orders. A number reported at the 
opening of the show that they already 
were booked up until mid-January and 
were reluctant to commit themselves 
to accepting business beyond that point 
at price level’ prevailing today. 

Discussion of the buying of women’s 
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shoes must of necessity be divided into 
two parts. 

Manufacturers showing grades de- 
signed to sell at retail for $5 and up 
expressed themselves as well satisfied 
with the amount of business booked 
during the first two days of the show. 
Most of these manufacturers were at 
the Parker House, which hotel has 
been used for several vears as the 
rallying ground of the better grade 
footwear buyers. 

The question of price did not bob up 
in the buying of these grades. Where 
it was strongly in evidence, however, 
was at the Hotel Statler, five floors 
of which had, with some few excep- 
tions, been taken over by manufac- 
turers of the so-called volume grade 
footwear. 

Here, while the volume of buying 
was fair, it by no means was as good 
as that in the higher grades, and there 
was a decided tendency on the part of 
the buyers to resist price advances 
which have gone into effect within the 
last month or six weeks. 

This is the grade, of course, in which 
the percentage of increase has been 
the largest. It is also the grade in 
which, in the opinion of some trade 
experts, there may have been over- 
buying during the Spring and early 
Summer. If inventories really are as 
large as some believe, that fact alone 
would account for buying hesitation 
now. Swollen inventories and high 
prices are not good mixers. This 
seemed to be the reasoning of the 
buyers. : 

[TURN TO PAGE 41, PLEASE] 
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Army Places Boot Orders 
Totalling $635,940 


Boston, Mass.— Footwear orders 
with a value of $635,940.56 have been 
placed by the local Procurement Di- 
vision at the Boston Army Base, it is 
announced. Included in the two lots 
are 160,000 pairs of hip-length rubber 
boots for the regular army, which is 
not considered a large order in view 
of the number of men who will need 
them before the Winter is over; and 
12,000 pairs of parachute jumpers’ 
boots, by far the largest order placed 
to date for this type of specialty foot- 
wear. 

Contracts to manufacture the rub- 
ber boots have been awarded to: 

Tyer Rubber Company, Andover, 
Mass., 15,000 pairs at $3.50 per pair; 
United States Rubber Co., Naugatuck, 
Conn., 32,000 pairs at $3.50; United 
States Rubber Co., Mishawaka, Ind., 
32,000 pairs at $3.50; Hood Rubber 
Co., Watertown, Mass., 18,600 pairs at 
$3.52; Goodyear Rubber Co., Middle- 
town, Conn., 12,000 pairs at $3.55; 
Servus Rubber Co., Rock Island, IIl., 
14,400 pairs at $3.5589; Converse Rub- 
ber Co., Malden, Mass., 12,000 pairs at 
$3.5589; Goodyear Footwear Corpora- 
tion, Providence, R. I., 12,000 pairs at 
$3.5589; and LaCrosse Rubber Mills 
Co., LaCrosse, Wis., 12,000 _ pairs at 
$3.5589. Total value, $563,940.56. 

The contract to manufacture the 
parachute jumpers’ boots was awarded 
in toto to the Red Wing Shoe Co., Red 
Wing, Minn., at a price per pair of 
$6.00, making a total of $72,000. 

It is the belief in the trade here that, 
for the time being, at least, prices of 
army footwear of all kinds have been 
stabilized at present levels or close to 
them. Announcement is expected soon 
of contracts to make approximately 
600,000 pairs of service shoes with 
leather soles. 





Celebrates by Giving Defense Stamps 


Virgil H. Gebauer gives customer a bonus of a United States Defense Savings Stamp. 


INDIANAPOLIS, IND.—The Marott 
Shoe Store here is celebrating its 57th 
year in business in the same city square 
between Pennsylvania and Meridian 
Streets, where is was founded by George 
J. Marott. 

The annual! store-wide sale was held 
as usual but, instead of the usual 10 
per cent discount, Mr. Marott decided 
to present all patrons with United 
Stats Savings Stamps. The sale con- 
tinued through Nov. 22, and each per- 
son making a purchase of $1 or more 
received one 10-cent stamp for each 
dollar’s worth of merchandise bought. 
This offer during the store’s anniver- 
sary celebration period was Mr. 
Marott’s way of helping patrons help 
the national defense. 

On;the Marott roll of honor are em- 


ployees who have served the store for 
20 years or more. They are: Lewis H. 
Noble and L. G. Cobler, both 45 years; 
Harry Summers, 29; Herman H. 
Young, Samuel Nathanson, and Clar- 
ence Settles, all with 28 years of ser- 
vice; Everett Shobe, 26 years; George 
I. Thompson and Ellen Robbins, 25 
years; Edgar Pennington, 24 years; 
Bruce W. Ward, 23 years; Virgil H. 
Gebauer, 22 years, and J. Edward 
Keller, 21 years. 

The photo shows Virgil H. Gebauer, 
manager of the third-floor department, 
presenting Miss Marthanna Hussey, 
Carmel, Ind., with the first United 
States Saving Stamp. She was the first 
recipient on Armistice Day, the open- 
ing day of the anniversary celebration. 





Endicott-Johnson Workers 
Give $10,000 to Red Cross 


BINGHAMTON, N. Y.— Employees of 
the Endicott-Johnson Corporation con- 
tributed $10,000 to the American Red 
Cross just at the beginning of the holi- 
day season, it was announced by George 
W. Johnson, president. This culminat- 
ed a long list of gifts made by them 
during the emergency. Mr. Johnson 
also announced that 250 employees who 
are now in the service of the armed 
forces of Uncle Sam will receive five 
holiday pay checks. 

“We feel that too little considera- 
tion has been shown the boys who have 
gone into the service of their country 
either by way of enlistment or selec- 
tive draft,” he said. “These boys have 
been taken out of good jobs and good 
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homes to train for the service of their 
country at $21 a month, while many of 
us back home, who have good jobs, 
working under comfortable conditions 
and at very high wages, are still dis- 
posed in many cases to be unhappy 
and dissatified.” 

More than a year ago, when the 
Selective Service Act went into effect, 
company officials informed each worker 
who was drafted or volunteered for 
service, that at the completion of their 
training, their jobs would be waiting 
for them when they returned home. 

During the emergency the workers 
contributed more than $4,500 to the 
USO, upward of $4,000 to the trailer 
ambulance fund and, according to latest 
figures, 5,500 workers have subscribed 
to defense saving bonds, having a ma- 
turity value of $250,000. 


Melville Heads Institute 
of Distribution 

New YorkK-—Ward Melville, head of 
Melville Shoe Corporation, was elected 
president of the Institute of Distribu- 
tion at a meeting at the Hotel Astor, 
here, recently. The institute is com- 
prised of large retail chain store sys- 
tems, with the exception of the grocery 
chains. Mr. Melville is successor to 
Donald M. Nelson, executive director 
of the Supply Priorities and Allocations 
Board, whose position as executive vice- 
president of Sears, Roebuck & Com- 
pany made him eligible for membership 
in the institute. Mr. Nelson was presi- 
dent of the institute for the past three 
years. 

A large number of chain store ex- 
ecutives were present at the meeting. 
Mr. Nelson, speaking on price control, 
stressed the fact that the United States 
must prepare itself to produce more 
than the amount produced by a “smart, 
determined and well-trained enemy.” 
He emphasized shortages, and stated 
that a good price-control bill is neces- 
sary for the retailer. He described the 
selective price bill now before Congress, 
and said that he would like to see it 
tried. The country, he stated, is not 
yet ready for a drastic over-all control 
of wages, salaries and retail prices. The 
selective price contro] bill allows for 
the fixing of only certain prices, and 
permits the expectation that these will 
not be many. 


Dr. A. Posner Shoes 
Moves to New Location 


New YorKk—After nearly a quarter 
of a century at 140 West Broadway, 
Dr. A. Posner*Shoes, Inc., will shortly 
occupy new quarters at 137 Duane 
Street, New York City. This new ad- 
dress will house the general offices and 


the warehouse. In addition to ware- - 


housing the active stock in these in 
these new quarters, a good part of the 
reserve in-stock merchandise will be 
carried at the factory in Allentown, 
Pa. 

This new move gives the Dr. Posner 
organization greater facilities for ser- 
vicing its expanding trade, since this 
location is in the very heart of the 
shoe distributing area. In addition to 
the general offices and warehouse on 
Duane Street, Dr. Posner plans to have 
a midtown sales office in the 34th Street 
area to service those customers to 
whom a midtown location is more ac- 
cessible. 


Beloff with Styletex Co. 


MERIDEN, CoNN.— Mac Beloff, for- 
merly with the John Irving Shoe 
Stores, is now connected with the Style- 
tex Co., of this city, as buyer of the 
new shoe department. He will also 
manage the department. The Styletex 
Co. operates a large ready-to-wear 
store for women and misses. 
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Plans Progress for 
Middle Atlantic Show 


PHILADEPHIA, Pa.—The last of the 
preliminary meetings of the convention 
management committee of the Middle 
Atlantic Shoe Retailers’ Association 
was held at the Hotel Benjamin Frank- 
lin recently with Robert Hemhauser, 
chairman, presiding. This meeting, at 
which there was a representative at- 
tendance, was held for the purpose of 
completing arrangements and working 
out the details of the 26th annual con- 
vention and shoe show of the organiza- 
tion which will be held at the same 
hotel on January 18, 19, 20, 1942. 

After the preliminaries of the meet- 
ing, roll call, reading of the minutes 
and the like, discussion of details of the 
arrangement for one of the features, a 
prize giving, were discussed. 

Henry Sneyberger made a report on 
the squad plan for stimulating the at- 
tendance of retailers at the convention. 
Over two hundred captains of squads 
have been appointed whose duty will 
be to contact brother retail merchants 
in their communities and secure their 
attendance at the show. This plan, 
originally instituted on the occasion of 
the last convention, has been amplified 
and promises even greater results than 
last year. 

The programs, both for the conven- 
tion luncheon and its speakers on the 
Monday of the show and the Question 
Bee, which will be a round table discus- 
sion of style and management, were 
settled finally and will be disclosed 
when the full convention program is 
announced. 

So far as the show itself is con- 
cerned, Cal J. Mensch announced that 
a greater number of shoe manufac- 
turers, wholesalers and members of 
the auxiliary divisions of the industry 
have made room reservations than up 
to the corresponding date last year. 
These include a number who have never 
previously exhibited. 

All things point, it was summarized 
by the chairman at the conclusion of 
the meeting, to the biggest and best 
show in the history of the organiza- 
tion. 


Gardiner Shoe Company 
Reports Good Season 


GARDINER, Me.—In spite of the com- 
plications resulting from the war and 
the national defense program, as well 
as the involved market situation, The 
Gardiner Shoe Company has enjoyed 
an excellent season, according to Joseph 
Rubin. Mr. Rubin said that the firm 
is looking forward to a continuation 
of the steady progress that has marked 
its development under the policy of dis- 
tributing a specialized line of women’s 
walking shoes, carried in stock in a 
complete range of sizes and widths, 
direct to the retailer. This policy was 
conceived and put into effect eighteen 
years ago, when Modern Priscilla shoes 
were brought out as a line of popular- 
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priced women’s walking shoes, incor- 
porating both style and arch features. 

Since that time, the business has 
enjoyed a steady and solid growth, and 
at the present time the line has na- 
tional distribution. The firm is said to 
be New England’s largest manufac- 


>» COMPLETE SELEC- 
TION IN STOCK 


IN-STOCK 


FAMOUS GROVER COMFORT SHOES 


> IMMEDIATE 
DELIVERY 


>» GENUINE HAND 
TURNED 


Black Kid Tie. 
10/8 Wingfect 
Riveted Steel 


> THE ORIGINAL 
TURN COMFORT 


SIZE UP NOW 


J°-J*GROVER SHOE CO- 
67 SOUTH ST., 


BOSTON 


turer of this particular type of shoes 
for immediate delivery to the retailer 
from an in-stock department. A num- 
ber of new construction features pro- 
viding even greater foot comfort and 
shock absorbing features than hereto- 
fore are being added to the shoes. 





Huaraches Shown in 


Native Surroundings 


New York, N. Y.—fred Leighton, one of the largest importers of Mexican 

handicrafts, has done considerable experimentation in the merchandising of huar- 

aches at his retail shop, 15 East 8th Street, New York City. He hes discovered that 

the most successful way fo sell huaraches is to separate them from all other shoes 

and catch the shopper's eye with a native Mexican background of straw figures on 

horseback, or with Mexican sombreros, a baskets or bright colored pottery 
and blankets. 
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SELL THOSE WINDOW SHOPPERS 
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“I” — Orange 
white be 


Colorful price tickets in 
the popular price denomi- 


in black. 
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brown design — 








PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 
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“A” —— Orange and 
brown on white 
Price 


in black. 


The size—114” x 234”—is 
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large enough to attract the 


6 Dozen 


nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 


We have in stock a com- 
plete selection of designs 


$1.10 


12 Dozen 


$2.00 


eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 


and color combinations. 


TALEING WINDOW S 





half gross. 


We will ‘send a circular showing actual samples, at your request. 
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BOOT & SHOE RECORDER * MERCHANTS SERVICE + 209 SO. STATE ST * CHICAGO, ILLINOIS 





COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE . .. New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS 


HOLDERS 


BLANK 
TICKETS 





$6.20 


12 


100 





3 


100 
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They'll keep your 
“Foot Happy” and 

Coming Back \@ 
for More... 


IF you Re-Heel OTs) 


them with 
Left and Right Heels 


No fooling! That scientific design of extra left and right 
pads of tough rubber on the outer edges where the wear 
comes does keep shoes treading level. That holds shoes 
attractively in shape, protects the comfort and health of the 
wearer. And it makes the heels wear level far longer. Add 


the energy-saving resilience of 
fine quality rubber and you see 
why your shoes prove extra 
popular with your customers. 
You make sure of valuable re- 
peat sales when you specify 
LT.S. Left and Right Rubber 
Heels to your own or contract 


The I-T-S Co. 


ELYRIA 





customer 


SKI-BOOTS 


for Immediate Shipment 
by SANDLER of BOSTON 


— Write for Catalog — 
% Styles for Men, Boys, Women, Cirls *% 
To Retail from $4.00 to $25.00 


The 


In-Stock 





in the 
World 





AUTHENTICALLY STYLED AND BACKED BY 
5 DECADES OF SKI-BOOT CRAFTSMANSHIP 








A. SANDLER CO., ESSEX AT SOUTH ST., BOSTON, MASS. 
N. Y¥. Office, 47 W. 34th St. (Marbridge Bldg.) 


SPORTMASTER, SPORTSTER AND SANDLER SKI-BOOTS 
Largest Makers of Ski-Boots for the U. 8. 


Army 








Washington News Reel 


(Continued from Page 17) 


States aid to countries resisting the 
Axis. Besides regular foreign trade, 
some manufacturers in this country are 
now actively engaged in producing 
military shoes for Russian account. 


* * * 


Imports of footwear during the pres- 
ent year are only about 5 per cent 
more than a year ago. The largest 
share of the import trade consisted of 
low-priced Oriental-type footwear origi- 
nating in the Far East which sold for 
about 15 cents a pair. In fact, the aver- 
age price of all imports during the 8- 
month period was only 55 cents a pair. 
This is a very low average price as 
compared with more than $1.65 for 
similar products exported. 


* * 


Currently, Army purchases have been 
at the rate of 1,750,000 pairs monthly, 
of which 1,250,000 were regular ser- 
vice shoes, and the remainder oxfords 
and specialty types such as footwear 
and high-top boots. The Navy has been 
buying at a rate slightly less than 200,- 
000 monthly. Total defense purchases 
account for only about about 3% per 
cent of recent shoe production. It is ex- 
pected that this volume by both de- 
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partments will continue for at least the 
remaining months of 1941. 
* ” * 


In the near futyre, the OPM plans 
to take an inventory of shoemaking sup- 
plies and will*send out questionnaires 
to the frade for this purpose. Shoe 
manufacturers will be asked to report 
on stocks of such supplies as shanks, 
nails, and all other metal parts, cement, 
rubber heels and soles. This study 
should show if any actual shortage 
exists in any one of the items, and 
just how acute it is, and will also enable 
estimates on coming requirements. 

* ” * 


Hides for soles are so scarce in 
France now that wood is being substi- 
tuted, according to the Foreign Com- 
merce Weekly. 

* - * 


Russell P. Dolan has been appointed 
to the Textile and Leather Goods Sec- 
tion of OPA’s Division of Accounting, 
Analysis, and Review. Mr. Dolan was 
formerly Deputy Collector for the Un- 
just Enrichment Division of the Bureau 
of Internal Revenue. He has been as- 
sociated with the textile industry in 
New England for twenty-five years in 


responsible accounting and executive 
positions. Mr. Dolan’s home is in 
Cranston, R. I. 


Slippers Being Promoted 


SEATTLE, WASH.—Chfistmas is now 
“just around the corner”—that is, the 
brand-new “Slipper Corner,” which has 
been spectacularly opened at Nord- 
strom’s Fifth Avenue shoe store, here. 
This Slipper Corner at 5th and Pike 
has been made gay and “Christmasy” 
with a blaze of coloring, suggesting 
many hundreds of slippers and loung- 
ing shoes aS most popular gifts for 
all members of the family. In this new 
addition to Nordstrom’s footwear mer- 
chandising there are more than 250 
styles of ladies’ slippers, 66 styles of 
men’s slippers and lounging shoes, as 
well as 30 different styles and colors 
in children’s footwear. 


New Manager Named for 
I. Miller Store 


BALTIMORE, Mp.—Tillman Friedberg 
has resigned his position as buyer of 
women’s shoes for The Hub, Baltimore, 
to assume charge of the Baltimore I. 
Miller Store, North Charles Street. Mr. 
Friedberg will be succeeded by his for- 
mer assistant, Max Guben, who has 
already assumed his new duties as the 
buyer of the first floor women’s depart- 
ment. 
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Trade Literature 


New Catalogue Shows 
Men’s Shoes 


BRocKTON, Mass. — ‘Thirty - seven 
styles for Spring, Summer and Winter 
resort wear, all in stock for immediate 
shipment, and including types for busi- 
ness, street, sport, golf and casual wear, 
are included in a handsome spiral-bound 
catalog just issued by the Field and 
Flint Company, makers of the well- 
known line of Foot Joy shoes for men. 

Posed against interesting back- 
grounds, the shoes are shown in their 
actual colors in large size and most of 
them in-pairs. Brogue and custom lasts, 
moccasin patterns, perforated and mesh 
vamps, all-over whites, white and brown 
combinations and a wide assortment of 
blacks and of tans are included in the 
catalog—one of the most dramatic pres- 
entations which this company has ever 
prepared for the retail trade. The sug- 
gestion is made that orders be placed 
early to insure prompt delivery. 
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Shoe Men in the Army 


MonmouTtH, ILL.—The personnel of 
the Bowman Bros. Shoe Stores, located 
throughout Illinois, are doing their 
share toward national defense with a 
good percentage either serving in the 
United States Army or enrolled in the 
state militia. 


Capt. Algot J. Bowman 


Staff members have been set a good 
example by Algot J. Bowman, secre- 
tary-treasurer of the firm, who enlisted 
as a private in the Illinois Reserve 
Militia. He was later made first lieu- 
tenant, and recently Gov. Dwight Green 
made him commanding officer of Com- 
pany “F” Bn 6th Inf. IRM, with the 
rank of captain. 

About a dozen of the boys who for- 
merly worked in the various Bowman 
Bros. stores are in the regular Army. 
Charles Hinckley, of Galesburg, IIl., 
former manager of the Macomb store, 
is now commanding the 216th Quarter- 
master Company at Fort Bragg, N. C. 


What’s New 


Plastic Sole for Dress Shoes 


AKRON, OnI0 — Adding to its grow- 
ing list of plastic products having few 
of the characteristics of rubber, The 
Goodyear Tire & Rubber Company, Inc., 
has announced development and intro- 
duction to the shoe trade of a new plas- 
tic, Neolite, a sole for dress shoes. 

Neolite is made possible by the use 
of a synthetic resin—the same resin 
used in bullet-sealing gas tanks for 
bombers, in football helmets, and in 
numerous other products where firm- 
ness and long wear are necessary. The 
new material offers a number of ad- 
vantages over the soles usually found 
on street shoes, thus opening new mar- 
kets to its manufacturer. 

In addition to exceptional wearing 
qualities, this new product is said to 
have a tenacious ability to retain its 
original shape. Laboratory tests indi- 
cate that as a sole it will help keep the 
shoe’s attractive lines, and will be 
waterproof and slip-resistant despite 
any amount of wear. The material is 


In the famous ‘Hunting’ Shires, in May- 

fair, or indeed, wherever well-dressed 

Englishmen are to be found, WREN’s has 

been first favourite amongst Shoe 
Its int ; 


long 
brilliant shine and 
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equally to the discriminating American. 

The marketing of WREN’s is therefore an 

event of the first importance to the Shoe 

and Leather Trade. 

Supplies can be obtained from the follow- 
ing Distributors: 


WEST COAST: The Macpherson Leather Co., 
250 So, Spring Street, LOS ANGELES, Cali- 


fornia. 

MIDDLE WEST: Mandus Nelson & Co., 
223-225 West Lake St., Chicago, Ill. 

NEW YORK CITY and environs: The 
Majestic Leather Co., 308 Bowery, New York. 














light in weight and its firmness not 
cnly protects the feet, but adds comfort 
te walking. 

Little more than a month ago Neo- 
lite was introduced to many of the prin- 
cipal manufacturers of men’s dress 
shoes. Already 43 per cent are making 
up sample shoes with the new soles. In 
addition, favorable reception among a 
large number of shoe retailers indi- 
cates there is a definite place for this 
new plastic product. 


Sells Quality Shoes 
At Low Prices 


New ORLEANS, LA.—Joseph Pavur, 
who started in the shoe business 20 
years ago, had one thought—to serve 
the public better by selling quality 
shoes at the lowest prices possible. To- 
day,’as head of his large shoe store at 
1116 St. Roch Avenue, he prefers to 
sell twice as many shoes at a close 
profit than to sell fewer at higher 
profit. Correct fitting is always 
stressed. 

Mr. Pavur carries a full line of 
health shoes, comfort shoes and novel- 
ties for the younger set, the latter al- 
ways in the latest styles. How popular 
this store has become is seen from the 
fact that people from every part of the 
city buy from Pavur’s. 

Mr. Pavur is assisted by his son, Ed- 
ward, and several clerks. 
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Buying Reported Fair at 
Boston Shoe Show 


[CONTINUED FROM PAGE 35] 


In all grades of women’s shoes, not 
excepting even the volume grades, busi- 
ness in play shoes is reported to have 
been good. 

Boston, during the show, and this 
applies as well to the wholesale dis- 
trict as to the two hotels in which the 
show was held, might best be described 
as a hesitant market without fear. 
Hesitation in buying some grades there 
undoubtedly was but it seemed to be 
based not on fear of any let-down in 
retail trade so much as on unwilling- 
ness to pay a price. 

Again the 210 Associates, Inc., did 
themselves proud. This organization 
of traveling salesmen, formed to help 
out members of -their profession tem- 
porarily in distress, on Monday night 
put on a banquet and entertainment in 
the Grand Ball Room of the Hotel 
Statler which,. overflowing into the 
large foyer of that room, accom- 
modated 1300 members and guests. 
Following the banquet, a floor show 
comprised of acts brought on from 
New York, entertained the crowd until 
a late hour. 


Philadelphia Travelers to 
Hold Annual Meeting 


PHILADELPHIA, Pa.—The annual 
luncheon meeting of the Philadelphia 
Shoe Travelers’ Association will be held 
at the Hotel Benjamin Franklin, here, 
on Saturday January 17. This date 
precedes by one day the opening of the 
three days convention and shoe show 
of the Middle Atlantic Shoe Retailers’ 
Association. 

These annual meetings are always 
most enjoyable affairs, because of the 
prevailing atmosphere of good fellow- 
ship and informality. There is always 
an interesting entertainment program, 
although the business of an annual 
meeting is in no wise neglected. The 
Philadelphia Association extends to any 
member of the National Shoe Travel- 
ers’ Association who may be in the city 
at that time either in attendance at 
the M.A.S.R.A. show or for other rea- 
sons, a cordial invitation to attend this 
meeting and luncheon as its guest. 


Heads Seal Sale Campaign 


New YorkK—Gerald Murphy, Presi- 
dent, Mark Cross Co., has been re- 
appointed to the Business Groups Spon- 
soring Committee for the annual seal 
sale campaign of the New York Tuber- 
culosis and Health Association. 

The committee is headed by Wallace 
C. Speers, Vice-president of James Mc- 
Cutcheon & Co., Fifth Avenue at 49th 
Street. 

The sale opened November 24 and 
will continue until Christmas. Funds 
from the annual sale, of which this is 
the 35th, help finance the association’s 
year-round fight against tuberculosis 
and other menaces to health. 
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Sunshine 


play up Scuffless ‘’Pyraheel”’ 


Double smart are “Avonettes”! They are 
young fashion pacers in design—and intelli- 
gently planned to keep their sleek looks. 


Scuffless “Pyraheel” plastic 


ic heel covering 


protects their heels from pebble dents, 
cinder scratches, wet sand or grass stain, 
car-driving scuffs, ship-climbing mishaps. 


And these heels require no 


polish — won’t 
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fade onto the white buck when shoes are 
cleaned. Make Scuffiess “Pyraheel” pro- 
tection a theme in your white shoe season. 


uci defies 


REG. U.S. PAT. OFF. 
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E. |. DU PONT DE NEMOURS & CO. (INC.), PLASTICS DEPARTMENT, ARLINGTON, NEW JERSEY 





N.E.S.L.A. Issues Statement on 
Return Shoes 


Boston, Mass.—The officers and di- 
rectors of the New England Shoe and 
Leather Association recently author- 
ized the secretary to make public the 
following statement: 

“The association by its directors re- 
affirms its statement of Fair Business 
Principles concerning the practice of 
returning and allowing the return of 
merchandise, without just cause, for 
credit or price refund, and in partic- 
ular the return of worn shoes which 
are free of latent defect where no prior 
notice of claim has been made. 

“It announces a service of its Cus- 
tomer Adjustment Bureau to assist 
subscribing members to deal promptly 
and justly with returned worn shoes. 
The Bureau employs an expert shoe 
man with manufacturing, buying and 
jobbing experience, whose duty it is, 
on the request of members, to examine 
returned shoes promptly after receipt 
by members and to render an impartial 
report on all observable points material 
to the question of a just return. Wil- 
liam F. Gaffney is now serving in this 
position. Members remain entirely free 
to deal with claims as they see fit. The 
expert may be expressly authorized by 


members to communicate with the 
wholesaler or retailer as to the condition 
of the shoes as he finds them, and the 
manufacturer’s view of what should be 
done. 

“The Customer Adjustment Com- 
mittee has reported to the association 
that after a survey of the industry in 
New England they have come to two 
conclusions: 

“1. The large number of unjustified 
returns has constituted a major trade 
evil tending to increase costs for all 
concerned. 

“2. Full and fair determination by 
an expert of the facts relative to all 
returns will do more than any other 
one thing to eliminate the evil. 

“The association subscribes to the 
cpinion of the committee that retailers 
as a whole want prompt adjustment of 
all just returns and no more, and that 
manufacturers, by making use of the 
services of the Bureau in all cases 
where they wish to do so, will be as- 
sisted to act fairly and promptly, there- 
by securing retailer cooperation and 
effectively overcoming the worn shoe 
problem. 

“The association calls attention to its 
arbitration service which it recommends 
for all cases where there is an honest 
difference of opinion as to the merits 
of any return.” 
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Bowling Shoes 


il hie 


PROFESSIONAL 
BOWLING SHOES 
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$2.95 $3.95 
$4.50 Rubber feet 
Left feot 


Leather sole 
Rubber heel 
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BROOKS Shue MFG. CO. 
58th & Market Sts., Philadelphia 





“Bill”? Glaser 25 Years 
With Trimfoot 


Los ANGELES, CALIF.—A quarter of 
a century has slipped by since Bill 
Glaser, Pacific Coast District Manager 
for the Trimfoot Company, called at 
their St. Louis offices with a twofold 
purpose. First, he was bubbling over 
with enthusiasm for the relief he had 
obtained from his new pair of Wizard 
Arch Builders and just had to shake 
somebody’s hand. Second, seeing the 
opportunities arising from such con- 
sumer enthusiasm, he knew no better 
place to offer his services as sales rep- 
resentative. 

Result: old connection severed —a 
sample case and a Western territory— 
plus a burning desire to show dealers 
how to increase profits and create more 
satisfied repeat customers. Today, car- 
rying Baby Deer Shoes and Trimfoot 
Pre-School Shoes as well as Trimfoot 
Foot Relief, Bill is going strong. 


Louisville Store to Take 
Qver Shoe Department 


LovuIsvitLe, Ky.—Ben Snyder, ad- 
vertised as the South’s largest cash de- 
partment store, announces that, begin- 
ning February 1, 1942, the store will 
take over the operation of its shoe 
department, formally leased. M. Klugs- 
berg has been appointed buyers of 
men’s, women’s and children’s shoes. 
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Obituaries 


Horace B. Farwell 


SEATTLE, WasH.— Horace Baldwin 
Farwell, 47 years, long a retail shoe 
store executive of Puget Sound, died 
at a Seattle hospital, recently, after 
managing shoe stores for many years 
in Seattle and Tacoma, Wash., until 
his health began to fail several years 
ago. More recently he was shoe sales- 
man and a department manager for the 
J. C. Penney Co. at Seattle. 

A native of Seattle, he was the son 
of the late George D. Farwell, pioneer 
Seattle lawyer. His brother, Major 
George W. Farwell, was killed in action 
in France in World War I. Surviving 
are his mother, of Seattle, and two 
brothers, Lieut. Com. Raymond F. Far- 
well, assistant professor of raval sci- 
ence at the University of Washington, 
and Gurden J. Farwell, of Guam. 


Edward F. Hurley 


ROCKLAND, Mass.—The funeral of 
Edward F. Hurley, 69, retired shoe 
manufacturer, was held recently from 
his late home at 141 Union Street, with 
a requiem Mass at the Church of the 
Holy Family at 9 a.m. Interment was 
at Norwell. 

Mr. Hurley, with his father and three 
brothers, founded a shoe factory under 
the name of Hurley Shoe Company, 
which had retail stores in the principal 
cities of the country, He retired four 
years ago when the Hurley family sold 
all interests in the firm. 

Mr. Hurley, who died Saturday night 
in Quincy as he sat in his automobile 
waiting for his wife, who was shopping, 
was born in Hanover and attended the 
schools of that town. He was a mem- 
ber of the Rockland Council, Knights 
of Columbus, Rockland Court, M.C.O.F., 
and a director of the Rockland Co-op- 
erative Bank. 

He leaves his widow, the former Miss 
Lena Crocker, of Hanover; a_ brother, 
John, of Brockton, and two sisters, the 
Misses Frances and Elizabeth. 


Harry B. Tucker 


Detroit, MicH.— Harry B. Tucker, 
72, veteran shoe traveler who was well 
known throughout the Midwest, died 
recently in Harper Hospital here. He 
was formerly in the jobbing business 
in Chicago, in the firm of Tucker and 
Hagen Company, and had been settled 
in Detroit for about twenty years. 

Mr. Tucker specialized in children’s 
shoes, and in recent years was with the 
Virginia Shoe Company. Harold Broad- 
well, another local shoe man, was look- 
ing after his line for him during his 
illness. Mr. Tucker’s widow, Helen F., 
survives. 

The funeral was attended by a large 
delegation from the Michigan Shoe 
Travelers’ Club, of which he was an 
active member. 








O. R. Jenkins 


Detroit, Micu.—O. R. Jenkins, one 
of the best known shoemen throughout 
Michigan, died recently. He was for 
about twelve years past the head of 
the Michigan Mutual Shoe Dealers Fire 
Insurance Company. In addition to this 
official post, he was a special field man 
for the Michigan Retail Shoe Dealers’ 
Association, serving unofficially as as- 
sistant secretary, and generally known 
as the “spark plug” of the MRSDA. In 
this capacity he was well known to 
practically every retailer in the state. 

Mr. Jenkins was formerly a retail 
shoe salesman, last at Klein’s Depart- 
ment Store in Detroit, and before that 
with other Detroit stores. He is sur- 
vived by his widow. Interment was at 
Portland, Mich., near his headquarters 
at Lansing, the state capital. He had 
made his home at Portland for a num- 
ber of years. 


Frank L. Ritchie 


JEFFERSON, Wis.—Frank L. Ritchie, 
a salesman for the Copeland-Ryder 
Shoe Co., here; for nearly 50 years, died 
Nov. 16 after an illness of several 
weeks. He was 80 years old. Mr. 
Ritchie was well known in-this com- 
munity and is survived by his widow, a 
daughter, and two sisters. 
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Honors Long-Service Employees 


Forty-nine men and women were decorated by Harold C. Keith, George E. Keith 
Company president, for service of 25 years or more at the Middleboro plant. The 
photo above shows the group which received awards. 


BrockTon, Mass.—While the entire 
factory personnel looked on, Harold C. 
Keith, president of the Geo. E. Keith 
Company, recently “decorated” 49 men 
and women who have been making 
Walk-Over shoes for 25 years or more 
in the company’s Middleboro plant. The 
combined years of service of this group 
total 1223. 

It was an impressive occasion as 
these veteran associates were called to 
the front and received silver medals 
comimemorating their more than a quar- 
ter of a century of service in the em- 
ploy of the Keith Company. 

Fred Belyea, superintendent, intro- 
duced Mr. Keith, who spoke briefly. In 
part Mr. Keith said: “This is a very 
unusual occasion. We find that 49 as- 
sociates of the factory are entitled to 
their 25-Year Service Medals. It is 
almost like decorating a regiment. 

“Our records show that there are 59 
associates who have already received 
their medals, so this means 108 asso- 
ciates have been with the company a 
quarter of a century. This is something 
you and we can be proud of, for if 
these 108 individdals had not been good 
and faithful workers, I am sure our 
foremen would not have kept them. On 
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the other hand, if they had not liked 
Number 4 factory as a place to work 
they would not have stayed 25 years. 
“The Geo. E. Keith Company is 
proud of its factory, not only the build- 
ing, well arranged, well equipped, but 
the personnel that operates it. We 
know we have a fine superintendent in 
Fred Belyea, a splendid group of fore- 
men, and a fine organization of work- 
ers who know how to make good shoes. 
“We are, and I know you are, proud 
of the fact that in recent months we 
have made 14,000 pairs of shoes for 
the United States Army without a 
single pair being rejected. Congratu- 
lations to everyone in this factory. 
“May this splendid relationship 
which has existed for 35 years continue 
for many, many years to come.” 
Responding for the group, Manual 
Silva, chairman of the shop committee, 
and himself a member of the “veteran” 
group, said: “Speaking for these folks, 
we thank you for these service awards. 
We appreciate the medals and the sen- 
timent that they express, but what we 
appreciate the most is that you came 
here to make the presentations in per- 
son. We shall always remember this 
day, and we hope that you too, will 


always remember not only this occa- 
sion but also the goodwill that our 
group has for you and the Keith Com- 
pany.” 

Mr. Silva then presented Mr. Keith 
with a bouquet of chrysanthemums for 
Mrs. Keith, from the employees. 

An interesting sidelight is the fact 
tha® Mr. Silva’s father, Joseph, was 
one of the group receiving his service 
award. 

Of the 108 associates represented in 
the veteran group, 10 have been making 
Walk-Over shoes since the factory was 
first opened in 1906. These 10 are: 
Nellie Boehme, Lester Boyce, Frank 
Brackett, Charles Clark, Albert Gay, 
Thomas Welch, John Thompson, Loren 
Littlefield, Amy Britton, Wilfred Par- 
adise. 

Those who received their medals on 
this occasion are: Avis L. Ashley, Mike 
Banus, Basil W. Bartlett, Edwin L. 
Belcher, Harold D. Blackmer, Charles 
J. Chandler, William F. Day, Valen- 
tine Dean, Helen Everson, John E. 
Fleming, William S. Gomes, George E. 
Gove, Frank Griniewicz, Zaira Guida- 
boni, Leon A. Hayward, Mary Kraus, 
Mattie E. Kraus, Charles Krikorian, 
George Kulian, Joe LaF ramboise, Olive 
MacDaniel, Nelson A. Manwaring, El- 
vira E. Michael, Andru Molis, Arthur 
L. Ray, Earl C. Raymond, Sadie §. 
Sampson, Michael Sawicki, Harry J. 
Shores, Helen E. Southwick, John Sut- 
kus, Maurice L. Vinal, Ethel Warren, 
Anthony Yukna, Mike Zilonis, Kazimer 
Zuotin, George Taylor, Ernest Jordan, 
Leon I. Tounsend, William J. McMahon, 
Edmund D. Reynolds, Albert J. Bernier, 
Effie Maker, Ettore Tornari, Manuel 
Silva, Joseph Silva, Mary L. Keogh, 
Emma Shores, Katherine Keenan. 


Frank Scott Has Sales Gain 


NASHVILLE, TENN.—Frank Scott, of 
Frank Scott Shoe Co., 213 5th Avenue 
North, selling men’s shoes in Nashville 
for 23 years, reports a gain in sales for 
each successive month in 1941 and an 
increase in sales for 1941 of at least 
15 per cent as compared with 1940. 
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ay-Roll Allotment Plan 


helps workers provide for the future 


voluntary 


pay-roll 
allotment | 


plan 


This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. ° 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 


savings program. 


Many benefits . . . present and future. It is 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 

And don’t overlook the immediate benefit .. . 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way ! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
“‘hit-or-miss.”’ | We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we're a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employees the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of 
Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 

_ the amount to be allotted from his wages each pay day. 
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{ helps build future buying power 





helps defend America today 


money for 


How big does a company have to be? From 
three employees on up. Size has nothing to do with it. It works 
equally well in stores, schools, publishing houses, factories, or 
banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with the Treasury Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 
Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


rhe first step is to take a closer look. Sending in 

the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 


Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 

provide tomorrow’s buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships, 

France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 


Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 


Please send me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 
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This Merchant Gives Presents; 
Customers Buy Gifts 


BaLtimore, Mp.—Goldstein’s, 577-579-581 North Gay 
Street, is one of the leading neighborhood stores of 
Baltimore. It has taken forty years in this location to 
develop the present business and the volume continues 
to grow. The business was founded by Nathan Gold- 
stein who, while no longer active, rarely misses coming 
to the store. David Goldstein, the junior member of 
the firm, has been largely responsible for engineering 
the business and his views on the conduct of an exclu- 
sive shoe store away from the central shopping thor- 
oughfare may be taken with some degree of authority. 

“Our holiday business usually opens up late and we 
are rushed when the uptown stores have completely met 
the needs of the early shoppers,” Mr. Goldstein said 
recently. “Our slipper and general holiday business has 
grown from year to year and we are equipped for the 
largest sale of gift footwear in our history. We have 
devoted an entire window for the display of slippers 
and this, together with our other promotional tie-up, 
should bring results.” 

“Our promotional work,” continued Mr. Goldstein, “is 
rather unusual. We use newspapers sparingly because, 
by trial and error, we have discovered that this type of 
publicity is not productive of the best results in a 
neighborhood store. We keep plugging with direct 
mail; and our slogan, “Go To Goldstein’s,’ has gradually 
seeped through the consciousness of those customers 
and prospects we want to reach. And then, too, we 
try always to maintain a Christmas atmosphere in our 
store. No child ever leaves us without a gift and rarely 
does an adult make a purchase without getting a sou- 
venir. Our sales group has been drilled in friendliness 
and good humor and, we hope, we have made Gold- 
stein’s a pleasant place to come. All of this seems to 
bear fruit during the holiday season. The scheme was 
not started deliberately to attract new customers. Be- 
lieve it or not, we have been mighty appreciative of the 
loyal patronage that we have enjoyed over the years and 
we wanted to show some evidence of our appreciation. 
But now these gifts are expected end we are glad that 
they are. 

“We are not boasting when we say that our business 
has shown a marked increase because this condition is 
generally true. Baltimore has grown tremendously since 
so many defense industries have settled here. However, 
we find no lush spending and the gratifying part of 
our increase is that it has come from the sale of an 
increasing number of units rather than an increase that 
is reflected in increased selling prices. We hold our 
customers because we serve them well. While we give 
our windows every attention, yet we give the customer 
more attention. While we try for the transient, our 
main effort is directed in holding our old customers 
and making loyal customers out of the first-timers.” 


December 6, 1941 





HUARACHES 


THE EVER POPULAR MEXICAN SANDALS 


Order early to insure your delivery of this basic item in 


PLAYTIME FOOTWEAR 
t700A — Natural Tan Steerhide — Sizes 3-12 
Send for information regarding prices and delivery dates. 
See our full display at the 


CHICAGO SHOE SHOW HOTEL STEVENS 
ROOM 636 JAN. 5-8 


FRED LEIGHTON’S 
MEXICAN IMPORTS 


129 FIFTH AVENUE NEW YORK 

















WORLD FAMOUS 


ENGLISH SHOES 


Manfiad 


OF NORTHAMPTON 
NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 
Full Wing Tip 
Brogues, with 
double soles. On 
the famous I!9 


Last— British Tan 
Calf. No. 9298. 


Write for Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


MANFIELD & SONS 


325 ARCH ST. PHILADELPHIA, PENNA. 














SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 














ATTRACTIVE OPPORTUNITY 
FOR LIVE-WIRE SALESMAN, 
Side line or exclusive; wanted to sell 
Jobbing Line of In-Stock Infants’, 
Childs, Misses’, Growing Girls and 
Boys, popular Price shoes—Staples 
and Novelties; Advertiser is well 
known to trade and amply responsible 
financially. 7% commission; Must 
have following; State age, reference 
and details. 


Address 372 care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











FOR open territories; high grade line of 

Women’s Welts; strictly commission; inter- 
views arranged prior to National Shoe. Ad- 
dress: Box $362, Boot and Shoe Recorder 209 
South State Street, Chicago, IIl. 


MANUFACTURER of Men’s and Women’s 

Sandals has ing for resident salesmen 
acquainted with the trade. Very fast sellers. 
Commission basis, Address B-363, care Boot 
& Shoe Recorder, 140 Federal St., Boston, 
Mass. 


AN UNUSUAL OPPORTUNITY for live 

wire salesmen who have cars and live in 
the territory, to cover the following States: 
New York, Pennsylvania, New Jersey, Dela- 
ware, Maryland, Michigan, Ohio, Illinois and 
Indiana, to sell Ladies’ Novelty and Corrective 
Shoes retailing for $3.00, $4.00 and $5.00. 
Commission basis only. Give full details as to 
experience, age, territory covered, past and 
present employers. HUB SHOE CO., INC., 
179 LINCOLN STREET, BOSTON, MASS. 


W ANTED: Shoe Sal by Louisi con- 

cern; must be native of Arkansas, Missis- 
sippi, Texas or Louisiana. Give references and 
list former connections. Man must be sober. 
Address $366, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


WANTED: Reliable resident shoe men, exten- 
sive jobbers in stock line of Ladies’ Shoes, 
retail $2, $3, $4, $5, for North Carolina, South 
rolina, Florida, Pennsylvania, Ohio, New 
York, Michigan, Indiana, Wisconsin. Commis- 
sion basis. JAMES A. LIPPMAN COM.- 
PANY, 163 Lincoln Street, Boston, Mass. 


FE, XPERIENCED SALESMEN WANTED to 
_ fepresent St. Louis in-stock House featur- 
ing a beautiful line of Women’s Novelties, 
Sport Oxfords, and Arch Shoes, retailing at 
$1.95 and up. Commission basis, payable 
weekly until proven deserving of going the top. 
Territories open: Texas; Okl and Kansas: 
Chicago, Illinois; Ohio. In replying give ref- 
erences, age and er information mnecessarv. 
SUPREME SHOE COMPANY, 1328 Wash- 
ington Avenue, St. Louis, Mo. 


























COLORSHINE, INC. 


Shoe Polish Inventory and Trade Marks 


Inventory consists mainly of a tremendous 
quantity of printed individual cartons, dis- 
play cartons, display meta] stands and some 
raw materials and dyes. Worth $25,020. 
Will sacrifice for $5,000. 


ADDE, INC., 526 Light Street, Baltimore, Md. 











E STABLISHED RETAIL SHOE OUTLET 

in Reading, Pa. Reason for selling, other 
business: good investment; small capital re 
quired. Write complete particulars. Address 
£364, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





F AMILY SHOE STORE--Small N. E. town; 
no competition; volume approximately $15,000. 
Spare help on Saturday only. Rent $60 a 
month; electricity $3 a month; Very good 
profit; reason for selling, operator single--- 
expects conscription. Address £365, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 





E, XCLUSIVE Men’s Shoe Chain—Metropoli- 

tan Area, selling Nataionally known shoes 
—$200,000 cash required. Balance arranged. 
Address $367, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





FOR LEASE 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
Se OP ae, Coney SS ee Oo ee 
ices. 
CAMITTA SHOE COMPANY 
16 8. 3rd St. ——. Pa. 
Phone Lombard 

















SHOE STORES WANTED 





Unusual references on request 














BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
Write, wire or phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 








FOR LEASE 


Great Barrington, Mass. 
Large Basement—-wide stairway in center of 
store—suitable for Men's, Women’s and Chil- 
dren’s Shoe Department. Definite opening in 
Southern Berkshire for $5.00 to $7.50 shoes. 
Address: Box £371 BOOT AND SHOE RECORDER 
100 East 42nd St., New York 














POSITION WANTED 


R ETAIL MAN, ten years’ experience man- 
aging, selling, buying, merchandising and 
1. 

















WE BUY 
Entire or us Wholesale and Retail 
Stocks. Also Branded Shees such 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Oross, Nunn-Bush, Ete. 

IBVIN BUBIN 
“The House of Jobe” 
88 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 











display. Capable, responsible and congeni 
Desires change offering better opportunity. 
References. Address $368, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
N. Y. 





ELL KNOWN New York free lance win- 

dow trimmer, excellent reputation back- 
grounds, displays, desires contacts nearby States 
Address $354, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 








SELL YOUR SURPLUS STOCKS 
te 


KIRSCH-BLACHER CO., INC. 
established 1915 


108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 











CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In ail other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
oe Advertisements for this page must be in our New York office on Friday of the week preceding pablicetion. -w= 
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LINE WANTED 


MERCHANTS’ NEEDS 





preferably Men’s Factory Line Shoes, but 


| XPERIENCED SALESMAN wants line, 
would consider Women’s Line for West Vir- 





AGRUM W. SMITH, an experienced Shoe 

Salesman, of Minneapolis, Minn., is seek 
ing a connection with an established line for 
tte West Coast. Would be pleased to corte- 
s;ond with any one for this season or Fall, 
1°42. Hotel Lankershim, Los Angeles, Cal. 





FOR RENT 


F OR RENT in the heart of Wheeling, W. Va., 

store room and basement, 22 x 125, fully 
equipped for retail General Shoe Store. Free 
use of all our ures; Modern front, with 
center case. We have operated this room con- 
tinually for 27 years, and it has always been 
profitable. We own the building and can make 
the rental very attractive. Write to F. and S. 
Shoe Stores, 1059 Main Street, Wheeling, 
W. Va. 


FOR RENT: Shoe Department, Ladies ready- 

to-wear store, Walla Walla, Wash.; per- 
centage-rent; shelving in; party to furnish 
chairs and window fixtures. NICKOLS MFG. 
CO., SEATTLE, WASH. 











HELP WANTED 





C OST man, factory in Pennsylvania making 
“ over 2,000 pair of style shoes a day, is in- 
terested in contacting a man who can handle 
complete costing of shoes. We are interested 
in one who has had some education and actual 
experience in doing this work. Please write 
complete details to address listed below. 
dress: £370, care Boot & Shoe Recorder, 
East 42nd Street, New York, N. Y. 





CAPITAL TO INVEST 


E XPERIENCED RETAIL AND WHOLE- 
~ SALE shoe man, foreign, wants position 
with possibility of business partnership. Capital 
$10,000. ; 3369, care Boot & Shoe Re- 
corder, 100 East 42nd Street; New York, N. Y. 











Successful Slipper Promotion 


St. Louis, Mo.—A novel experiment 
in the Christmas merchandising of gift 
slippers developed by W. C. Jackson, 
men’s shoe buyer, was to remove com- 
pletely all standard merchandise from 
his huge department, replacing it with 
a 100 per cent slipper display for the 
benefit of holiday gift purchasers. 

Immediately after Thanksgiving— 
incidentally the earliest start on slip- 
per promotion in the store’s history— 
Mr. Jackson took 250 single display 
shoes out of the various cases and shad- 
ow boxes around the men’s department, 
and replaced them with over 350 styles 
and price lines of men’s slippers. In 
each of twelve shadowboxes which en- 
close the department, and all cases 
nearby and in front, a small spotlight | 
was placed, which lights one featured 
pair in each display. In some instances, 
a “price” slipper for jower-price gifts 
is spotlighted, and in others, a stylish 
slipper such as am Opera, or Everett, 
will be thus highlighted. 


December 6, 1941 























A BOOK EVERVONE 
SELLING ST. LOWIS 
SHOULD HAVE/ 


FREE ...24 pages of 

essential market data 
Never before, in one pocket- 
size book, so much up-to-date, 
helpful market data on St. Louis. 
Gives you actual comparisons 
between Sc. Louis and other 
principal markets with which 
you are ili 

Twenty-four pages, ed 
with vital information ae 
wholesale and manufacturing 
businesses. A must for anyone 
selling St. Louis. 

“Write on your business letter- 
head for your free copy today. 
Address: Hotel Lennox, 827 
Washington Blvd.,St.Louis,Mo. 

P.S. You'll really enjoy a stop at Hotel Lennox. 

Nationally famous for friendly, efficient hospi- 

tality, good food and real comfort. And down- 

sown St. Louis is right at your doorstep! 

Over 50% of rooms, $3.50 or less, single 
$5.00 or 


hol NOX 2... 








Compo Declares Dividend 


Boston, Mass.—The Board of Direc- 
tors of Compo Shoe Machinery Cor- 
poration have declared a cash diivdend 
of 25 cents per share on the common 
capital stock, and accrued dividends of 
62% cents per share in cash on the 
$2.50 convertible cumulative preferred 
stock. Dividends are payable Dec. 15, 
1941, to stockholders of record at the 
close of business Dec. 5, 1941. 


Bowling Shoes 

Nine different styles in black, white and 
smoked elk, high cuts and oxfords for men 
and women Bowlers. Three professional 
genuine Goodyear Welt 
Construction. Chrome 
leather sole—left foot. 
Gum rubber sole with 
leather tip — right 
foot. Left 
handed 
Bowling 
Shoes in 
stock no ex- 

tra cost. 


Ya 

hew-t% HYDE ATHLETIC SHOE CO 
Nas” ~~ Division A. R. Hyde & Sons Co 
CAMBRIDGE, MASS 


MAKE MORE SALES 


with the original 
SHOE DOCTOR SHRINKERS 





Reiter type devices 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially pre 
pared fluids, give the 
proper fit to shoes which 
fit lerge around the top, 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
rie are easily shrunk witb- 
out harm. 


~ 


OAT eRe 
$12.50 
Curved type tres 

1 bination offer $25.00 (fluids in- 
Special combina 


Send your order or write for detail information. 


E. C. SMELTZER CO. 


121 B. Stat Street. Indtanapolia, ind. 














Douglas Shoe Store Changes 


Houston, Texas—H. M. Newton, 
manager of the Main Street Douglas 
Shoe Store and zone manager, has been 
promoted to district manager with 
headquarters at San Antonio. A. L. 
Willard has been named manager of 
the store here. He was formerly assis- 
tant manager. 

The Douglas Shoe Store on Fannin 
Street which was the first Douglas 
store to open in Houston 21 years ago, 
will be completely remodeled inside 
and out immediately after January 1, 
J. T. Riley, store manager said. 

The remodeling will include a new 
paint job in black and yellow, fluores- 
cent lighting, remodeling of front and 
interior of store.. This store serves 
both men and women. The Main Street 
store serves only men. 








Dates to Remember 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 

January 3, 4, 1942 


Third Annual Spring Shoe Show, 
Mid-Continent Shoe Travelers 
Association, Skirvin Hotel, Okla- 
homa City, Okla. 

January 4, 5, 6, 1942 


NATIONAL SHOE FAIR, Hotel 


Stevens, Ill. 
January 5, 6, 7, 8, 1942 
Michigan Annual Shoe Fair, yn A 


Sponsored by 
Shoe Senteed Association 7“ 
Shoe Travelers Club of Mich- 
igan, Hotel Statler, Detroit, Mich. 
January ll, 12, 13, 1942 
27th Annual Convention and Foot- 
wear n, Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn. 
January 11, 12, 13, 1942 
Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas. 
January 11, 12, 13, 14, 1942 
Annual Convention Middle Atlantic 
Shoe Retailers Association, Ben- 
jamin Franklin Hotel, Philadel- 
phia, Pa. January 18, 19, 20, 1942 


Buffalo Shoe Show, Hotel Statler, 
Buffalo, N. Y. January 18, 19, 1942 


Southern Shoe Exposition, Roose- 
velt Hotel, New Orleans, La. 
January 18, 19, 20, 1942 


Annual Dinner and Get-Acquainted 
Night, Greater Buffalo Shoe Re- 
tailers Association and Affiliated 
Shoe Trades, Buffalo, N. Y. 

January 19, 1942 

Central States Shoe Fair, Hotel 
Morrison, Chicago, Ill. 

May 17, 18, 19, 20, 1942 





Seymour Troy Opens 
New Shop 


New York—Final arrangements 
were made within the past few days 
whereby Seymour Troy once more be- 
comes an individual producer of high- 
est grade feminine footwear under the 
firm name of Setroy, Inc. 

This gifted creator of many far-in- 
fluencing shoe fashions will start mak- 
ing a series of “limited editions” in fine 
shoes in about ten days. A small shop, 
with production facilities for only a 
few hundred pairs daily, is now being 
equipped at 203 East 18th Street, New 
York City. 

Seymour Troy originals are featured 
in New York at the J. & J. Slater 
Salon. Other exclusive shops in many 
key cities of the country will likewise 
promote Seymour Troy branded foot- 
wear. It is reliably learned that the 
Spring collection will reveal a notable 
innovation in shoemaking and that new 
styling principles characterize the 
showing being made ready. 


4% 
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WAC SOLE STITCHING 
MACHINE—MODEL C 


Among the smart Spring styles for 


women, new prominence is given to 
shoes with lightweight, wheeled 


extension edges. 


The W/E Sole Stitching Machine 
— Model C affords a most economi- 
cal and satisfactory means of sole- 

attaching for this fashionable 


sole treatment. 





COPED gor n>. 














por evety one of them / 


Consistently top @uality . . . 
prices in line with the market 

. exceptional fifting proper- 
ties . . . timely stgling . . . de- 
pendably prompt, accurate 
stock service. Five qualities 
which give StridéRite dealers a 
decided edge in sales and profits. 


























